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PILLS PACKAGES 


THEIR “SUGAR COATING” TEMPTS 
THE PALATE OR THE PURSE 


FIRST IMPRESSIONS — insofar as they attract or 
repel current consumer taste—cause products to reach 
unprecedented peaks of success, or sink into abysmal 
failure. 


YOUR PACKAGE — your product's primary means of 
drawing consumer attention — should stamp a favor- 
able opinion indelibly upon the buyer’s memory. 





To give your package the sugar coating of visual 
appeal, obtain the expert aid of — 


Exook! and 


304 HUDSON STREET 


: ’ J. 
among crealive stylists aud mauutacturers of folding caclous, 
( 


fe ° f . e 
display containers and other packaging requctements « 








@ Phoenix Compo Caps are polite! In the home 


sales of foods which\they seal? It does! 


PHOENIX M 


METAL CAPS FOR GLASS PACKAGES 


OFFICES: CHICAGO, 2444 West Sixteenth Street; BROOKLYN, 3720 Fourteenth Avenue; PHILADELPHIA, 1601 Fox Theatre 
Building; BOSTON, 131 State Street; CLEVELAND, 1109 Guardian Building; CINCINNATI, 607 American Building; BALTIMORE 
311 Keyser Building; ST. LOUIS, 411 North Tenth Street; SAN FRANCISCO, 200 Davis Street; LOS ANGELES, 765 Stanford Avenue 
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MODERN 
PACKAGING 


For the front cover of this issue, MOD- 
ERN PACKAGING is indebted to the 
following: The Italian Line for the use 
of the actual painting from which the 
background illustration was reproduced; 
Yardley & Company for the Travel Case 
from which the reproduction was made 


for the inset illustration. 


The August number will carry the an- 
nouncement and full particulars regard- 
ing the 1934 All-America Package Com- 
petition. This number is also the annual 


Gift and Holiday issue. 
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Q None but the most highly trained en- 
gravers, colorists, pressmen—none but the 
most advanced equipment—none but the 
finest inks available—these are what have 
put Canco first in the field of lithographed 
containers. To make your package the best 
possible advertisement for your product, 
Canco offers the best that skill can produce 
or money can buy. 

In buying cans, remember: ABILITY to serve 
you well is as important as the WILL to 


serve you well. 


AMERICAN CAN COMPANY 


230 PARK AVENUE NEW YORK 





























NATURE'S BEAUTY IS. 
xP ROTECTIVE. 


\S Beauty is only skin deep, AND SO IS PROTECTION! Girdle 

the bark and the tree dies. Break the skin of an apple and 
the apple rots. Rub a few scales off a fish, and it swims 
away to die the prey of fungi and parasites. 








Yet these very skins are what make us call the work of 
Nature so beautiful. Beauty, then, is not enough. Protec- 
tion must be the first consideration. 


Doesn't that leave a thought about your package? 


This mill is celebrating its 25th year as headquarters for 
} protection expressed in terms of right papers. Our artists, 
| too, are pretty good on the beauty side. You are invited 
to share our experience. 


AVP. 


Katamazoo VWecetaste Parcument Co. 
PARCHMENT (Kalamazoo County) MICHIGAN 
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7200 PACKAGES 


A DAY 


Filled » Weighed + Sealed 












DUPLEX SEALER AND STRAIGHT LINE WEIGHER 


The Pneumatic Duplex Sealer and Straight Line 
Weigher is a remarkably efficient and compact pack- 
aging plant which is the answer to the needs of many 
manufacturers. With the help of one operator it will 
fill, weigh and seal free flowing or non-free flowing 
materials at the rate of fifteen cartons a minute. It 
weighs with split ounce accuracy and seals tops and 
bottoms with the application of tremendous pressure 
that virtually laminates the flaps making an absolutely 


positive closure. In short it produces as fine a pack- 


age as can be produced by any machine at a speed 
that is entirely adequate for many needs. And with 
this machine as a base you can at any time build up 
the production speed of your packaging operations 


to 30 or even 60 a minute as your needs grow. 


Joseph Burnett Co. of Boston, Haskins Bros. Soap 
Co. of Omaha, Nebraska, are two of the many com- 
panies now using this machine with complete satis- 


faction. Write for complete details—today. 


Y NEUMATIC SCALE 
ACKAGING MACHINERY 


PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVENUE, QUINCY, MASS. (NORFOLK DOWNS STATION) 


Branch Offices in New York, 117 Liberty Street; Chicago, 360 North Michigan Avenue; San Francisco, 320 Market Street; 
Melbourne, Victoria; Sydney, N. S. W. and Trafalgar House, No. 12 Whitehall; London, England 
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ILLINOIS CARTON anp LABEL CO. 






UNCUNCE their acquiring of the 
=< a valli manufacturing eile - vights of oe Mew 


BILT-IN MAILERS 


For some time advertisers have repeatedly asked for some 
newer, more attractive type of sample mailer. It seems 
that although packaging and advertising have been put 
through a modern overhauling, the mailed sample has been 
permitted to go out, year after year, in the selfsame humdrum 
and uninspired way. 


We've been long on the watch for a new, yet practical 
mailer. We tested new designs by the score. The mailer 
we wanted had to be free of the many shortcomings of the 
much-too-familiar present types. We found the ideal in 


Bilt-in Mailers. 


















Bilt-in Mailers combine the sample package, the 
sample story and the mailing container all in one. 
Any printing process, any number of colors may be 
used. They‘re custom built—sized, styled and pro- 
duced to handle your particular sample. They carry 
liquids or solids. They're delivered flat and occupy 
little storage space. 


Radically different in conception, the Bilt-in Mailer is novel 
-effective—and affords many striking advantages. 

Bilt-in Mailers get the sample message across! They're 

crisp, readable, inviting. They have color, gaiety, attrac- 

tiveness. They tie in with the advertising. And they have 


already demonstrated that they turn sampled prospects into 
regular users at a faster rate. 

Advertisers have been using Bilt-in Mailers for more than a 
year—using them and repeating. You owe it to yourself to 
look into the Bilt-in Mailer proposition. Address our 
nearest office. 


SOME RECENT USERS 
Johnson & Johnson 
B. F. Goodrich Company 
Ciba Company 
Bleachette 
Penfold Golf Balls 
Perstik 
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BRANCH OFFICES: TRIBUNE TOWER, CHICAGO 
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INDIANA 


NEW YORK CITY 
4 501 5TH AVE., NEW YORK CITY 

























Johnson & Johnson 
Demand Quality— 


—— 

“Wis take it as a significant testimonial to the quality of our 
product that firms such as Johnson & Johnson place their orders 
with Illinois. Our territory is the entire nation because our prod- 
uct has consistently excelled. Wherever your plant is located, we 
suggest that you take a cue from the purchasing agents of such 


* Illinois carton board is made firms as Johnson & Johnson, the Pepsodent Company, the Campana 
ao er speetneatinne bes the Corporation, the Lambert Pharmacal Company, and the Forhan 
American Coating Mills, Ine x vii 

of Elkhart, Indiana. Company—all of whom use, and have long used, Illinois cartons. 


ILLINOIS CARTON aAnpb LABEL CO. 


ELKHART INDIANA 
fod s [Loy-NicTo) NEW YORK CITY 
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It’s Clipless! 


The COLTON Ny 
CLOSURE 


This modern method of sealing 
and closing collapsible tubes is a 
marked improvement over the old 
method of sealing with clips. 


Note the attractive finish given to 
end of tube by the Colton Crimp- 
ing Machine. Many production 
expenses are eliminated by this 
clipless closure—i. e., cost of clips, 
time required to replenish clip rolls 
—and mainienance expense of 
automatic clipping heads. 


A descriptive folder fully describ- 
ing the Colton Closure sent on re- 
quest. 


No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 


ARTHUR COLTON CO. 


2000 East Jefferson Ave. 
DETROIT, MICHIGAN 
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Colorful papers 
ingreatvariety bright- 
en the new Dejonge plain 
paper lines. These papers 
have been manufactured 


withan understanding of your 
needs. Dejonge has the colors 
you want. A complete range 
includes standard colors re- 

| quired by the trade. U. S. 

standard colors and other 

clear fashion hues 
you will like. 
a 


No 
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BUSINESS REPLY CARD 


FIRST CLASS PERMIT No. 14763 Sec. 38414 P. L. & R, NEW YORK, N. Y. 





lOUIS DEJONGE & CO. 


69-71 DUANE STREET, 
NEW YORK, N. Y. 


Return attached card 
for your copy of our 
new friction sample 
bookwhich isnowready. 


PHILADELPHIA 
NEW YORK 
71-73 DUANE STREET 
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DYaenas and MANUFACTURERS —Those 
of you interested in any way with package design will find 
oToXoXe MULT Wa col an lalWe efoto) Su LmoLeh Zelalet-t-Maloln jat-telal-\PRelit-Ti) le male 
advice, simply contains useful, non-technical facts about a 
highly efficient and deservedly popular closure. It recognizes 
isl Colo dalol MaloM olelel <eTel-MmaloMistolit-lan ikon milnl-ihakel-tiielal-te peel 
be satisfactory without being efficiently and suitably sealed. 

Send for this interesting book... for its present iiclantelivon 
and for permanent reference. 


ANCHOR CAP & CLOSURE CORPORATION 
LONG ISLAND CITY, N. Y. TORONTO, CANADA 
Branch Offices: Attanta Boston (@iiaelefe) Cleveland Detroit 
Houston Los Angeles Louisville Montreal New York Phila 


delphia Pittsburgh Rochester San Francisco St. Louis Toronto 

















Gentlemen: 


Please mail us one of your booklets on the 
Anchor Amerseal Cap that explains why this 
closure is an aid to effective packaging, how it 
may be adapted to any decorative scheme and 
the various styles available. 





Address 
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B SURE it is just what you 
want, is the sales strategy for 


beautifiers and perfumes. To sup- 



















port it, ingenious and enticing dis- 
players are formed of Bakelite 
Molded, the material that keeps its 
bright, new appearance indefinitely, 
and requires no care. 

Women are inveterate samplers, 
and what woman could be indiffer- 
ent to the Cutex Sampler, and resist 
the temptation to see how the new 
shades look on her own finger nails? 
The Perfume Bar is another cleverly 
designed Bakelite Molded Sampler 
with an irresistible feminine appeal. 
Its persuasive invitation to step 
right up and see which you like best 
is sure to lead to more sales. 


BAKELITE CORPORATION, 
BAKELITE 


247 | 
CORPORATION OF 


@onvioctured b 


THE MATE 
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“Try before you Buy” 


these Bakelite Molded Samplers 


BA 


The registered tr 


REAL 











There are other uses for Bakelite 
Molded that make goods more de- 


sirable to the feminine mind. For 





example, the manicure Ensemble 
of Evenglo, with its convenient 
Bakelite Molded stand. The attrac- 
tive red and black Bakelite Molded 
jar for Lesquendieu’s Tussy Paste 
Polish, and the quick-off, quick- 
on, seal tight, Bakelite Molded 


closure for Hinds Tonic Cleanser. 





If you have any products that 
appear to be falling behind in 
today’s highly competitive market, 
consult us about the use of Bakelite 
Molded to restore them to favor. 
Also write for our illustrated book- 
let 8C, “Restyling the Container to 





Increase Sales”. 


Park Avenue, New York, N.Y.......... 43 East Ohio Street, Chicago, III. 
CANADA. LinaiTtEeED,. 163 


LITE 


U. 8 PAT. OFF 


Dufferin Street, Toronto, Ontario, Canada 





maceTento 


numencol sign tor infinity of unlimited quantity It symbolizes the infinite 
fumber of present and future uses of Bokelite Corporanon’s product 
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PRINTED RIBBONETTE 
CREATES SALES AND RESALES 





Everywhere Lord & Taylor's department 
store in New York is known by its attrac- 
tive packages. Ribbonette has a large 
share in making these packages so out- 
standing. The Ribbonette sample was 
created by Lord & Taylor’s own artists 
and reproduced by us in strong cotton 
| Ribbonette. Thus it has become an inte- 
gral part of the package itself. 


For years we have specialized in the 
designing of Ribbonette to match boxes, 





for patty? 


RIBBONETTE DIVISION 
CHICAGO PRINTED STRING CO. 


2319 Logan Blvd., Chicago, III. 
55 West 42nd St., New York 


IBBONETTE 


By the Makers of Print-Ad- String. 






























packages, wrappers or labels. There is a 
Ribbonette for every package—a Ribbon- 
ette made to order just for that package,§ 
as in the case of the Lord & Taylor package. 
Manufacturers and retailers alike are morehy 
and more adopting this tying material be-f 
cause it builds sales. 


Submit your package, your wrappers, 
your labels and let us show you what we 
can do for you in Ribbonette—the double 
purpose tying material. 
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LITHOGRAPHY, as the art is practiced at the Michigan Lithographing Company's plant, 
makes possible distinct economies when a new package calls for new posters, car cards, 
window stickers and displays—economies which in no way transact from the essential 
qualities of each individual part of the campaign. For this reason the Higrade Products 
Company entrusted the entire preparation of its new labels, posters and promotional matter 
to the Michigan plant. For Higrade, like many other Major Manufacturers, has discovered 
the superior qualities of our exclusive Intensograph Process. We invite you to investigate the 
possibilities which Michigan has to offer you—for more effective labels, cartons, displays and 
posters at costs significantly lower than those usually found current. 


MICHIGAN LITHOGRAPHING COMPANY 
GRAND RAPIDS, MICHIGAN 
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- PACKOMATIC 
| MACHINERY 


“delivers a 
service of 


KNOWN VALUE 


al 7 JHEN you invest in machinery for packaging your products you 








Ff Sn fap 











: expect dependable service for a long period. 


The name PACKOMATIC on your equipment means that the initial 
investment will insure years of satisfactory performance, lower costs per 
package or case, higher operating efficiency, and better packages. 


wen. 





These two Packomatic Container Sealing machines handle over 1000 cases per hour in the plant 
of The Old Quaker Company, Lawrenceburg, Indiana. They are rapidly adjustable and no 
regular operator is required. 





—BRANCH OFFICES— 


20 E. Jackson Bivd. 
CHICAGO, ILL. 


122 Centre St. 
NEW YORK CITY 


2216 Northland Ave. 
CLEVELAND, OHIO 


51 Clementina St. 
SAN FRANCISCO, CAL. 
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Illustrated above is the new Packomatic 
Carton Sealing Machine equipped with 
auger feed Filler. 


This type sealer is also furnished with 
automatic Net Weigher. It is ad- 
justable for a wide range of package 
sizes. 


AUTOMATIC 


AND 
SEMI-AUTOMATIC 
MACHINES 
FOR ALL 
PACKAGING 
PURPOSES 


Let a PACKOMATIC engineer 
show you what modern packag- 
ing equipment can do for you. 
He will call any time—any place, 
and without obligation. 


S 


PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


JULY, 1934 
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Let your package reflect the value of its contents, attract the 
buyer with its beauty and colorful appeal. Step up your | 
sales with packages molded of Resinox. 


Resinox molds perfectly, cures uniformly, finishes with high 
luster, beauty, and strength. Resinox is odorless, water-and- 
alcohol-resistant, nonbleeding, and available in a wide va- 
riety of colors... . Packages and products molded of Resi- 
nox are everlastingly desirable. | 


RESINOX (ORPORATION 





Subsidiary of Commercial Solvents Corporation and Corn Products Refining 
Company, 230 Park Avenue, New York City 


MOLDING RESINS © MOLDING COMPOUNDS @ LAMINATING VARNISHES 
MODERN PACKAGING 





KEEP IN TOUCH WITH RESINOX DEVELOPMENTS 
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tube and powder filling machines. 





NEW WESTITE CLOSURE 


{Patents Applied For} 


For certain products— such as some 
foods, certain tooth pastes and 
shaving creams, oils and greases— 
where greater security is needed than 
is afforded by standard closures, models 
90-H and 90-DH of the machine shown 
are available. The 90-H model makes 
the new STOKES WESTITE Closure 
which is both air-tight and leakproof, 
and the 90-DH model makes either 
the “DiamonLock” Clipless Closure 
or the WESTITE Closure. Ask for sample 
tube and special descriptive folder. 














STOKES‘ 


FJSroxes MACHINE COMPANY 





Rather than tell you what we think of our “90-D” machine, we give 
you the opinions of three nationally known companies who, among 
others, use it. We should like to send you a complete description of 
the machine. Our 34-F Catalog contains this along with full infor- 
mation on our complete line of hand-operated and semi-automatic 







‘90-D” Full Automatic 
Tube Filling, Closing and 
Sealing Machine (applies pat- 
ented “DiamonLock” Closure). 


Users of STOKES “‘g0-D” Tube Filler and Sealer 
Wrote this Advertisement 





requirements.” 


ted its former order. 







Packaging Equipment Since 1895 


5970 TABORROAD OLNEY P.O. PHILADELPHIA, PA. 






Mr.R. D. Frick, Superintendent of the 
Campana Corporation, says: “We be- 
gan investigating... 
machine because of its simplicity and 
compactness... it has fully met our 


Mr. H. F. Brownell, Superintendent of 
McKesson & Robbins, Inc., says:“Since 
operating your new ‘90-D’ machine, 
which uses part of the tube for its 
closure, we are pleased with the re- 
sults... We also find that we can 
change the machine from one tube 
size to another more quickly.” 


Mr. C. M. Odell, President of the 
Burma-Vita Company, says: “Your 
machine is doing practically a perfect 
job.” This company has just duplica- 


JULY, 1934 
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hotectoid offers | io . 


Just a few of the dozens 
of Protectoid wrapped 
stationery and greeting 
card items which won 
sales during the 1933 
Hcliday season. 


J Vow a 
lo Size 


Protectoid may now be had in 
sheets pre-cut to size and in 
diamond and die-cut shapes 
best suited to your wrapping 
requirements. 


FOR GREATEST PROTECTION SPECIFY PROTECTOID 


Wilh, 
WI 


For 1934 give your 
dealer—and your product 
—the advantage of this 
perfect protective ma- 
terial, 


IDEAL for stationery and greeting cards! 


Protectoid’s ideal qualities have led dozens of 
stationery and greeting card manufacturers to specify 
its exclusive use, for Protectoid combines beauty 
of appearance, sheer, untinted transparency and 
soft, attractive feel with easy workability and free- 
dom from waste and spoilage. 


Protectoid, unlike ordinary transparent wrapping 
materials, has so low a shrinkage factor that it may 
be wrapped tightly around any object without fear 
of subsequent breakage. This tight wrap insures 
perfect appearance and neatness at all times and 
results in tangible savings of wrapping material. 


Protectoid has an extremely low factor of moisture 
absorption. In hot or damp weather it may be 
worked as easily and as quickly as when conditions 
are ideal. When stacked the sheets will easily 
separate and may be picked up, by hand or by 
machine, one at a time without danger of crinkle 
or spoilage. 


MODERN PACKAGING 


Protectoid is waterproof, shrinkproof, sweatproof 
and greaseproof. It can stand severe and frequent 
handling without showing wear or stains. 


Protectoid is available in rolls or sheets and in 
thicknesses ranging from .00088 to .010 or heavier. 





PROTECTOID 


Trade Mark Reg. U. S. Pat. OF. 


is a Product 
of 
CELLULOQOIG 


CORPORATION 


ESTABLISHED 1872 
10 E. 40th ST. NEW YORK 
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@ This Westinghouse auto lamp kit, like 
its successor, is a tin container, but 
there the likeness stops. With a loose 
lid and no provision for display, it does 
not afford the utmost in sales appeal 


and convenience. 


@ A hinged lid becomes an integral part 
of the box. A punched strip inside per- 
mits the display of two bulbs. Contrast- 
ing colors increase eye appeal. To pro- 
tection have been added the important 


elements of convenience and display. 


NEW YORK CHICAGO 
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sore THAN DESIGN 


The medium in which your product is packed—its utility and con- 
venience—its shape, size, weight and the use to which it is put— 
are vital to its marketing success. Continental research begins 
with these needs. Not until we have satisfied ourselves and you 
that these are right do we take up the final important elements in 
sales appeal—design and color. 


To any manufacturer not wholly sure that his packaging is com- 


pletely successful, we suggest that he write, wire or phone the 


nearest Continental office. No obligation is in- 
volved in asking our Development Department 
for a demonstration analysis. Its twenty-nine 
years of experience in “packaging to sell” are at 


your service. 


SAN FRANCISCO 





JULY, 1934 





‘ 


CREME 


a 


4 


MASSAGE 
CLEANSING 
TISSUE BUILDING 


SPECIALIST - NEW vonk 
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finest ae 


/ ANUFACTURERS such as Madame Berthe require 
sa 

tubes of the finest possible texture, quality and 
appearance. For products such as the Creme Massage 
must earn re-sales by their performance in the boudoir 
and on the dressing table. And such performance is 


largely a matter of tube appearance and tube performance. 


It is for this reason that Madame Berthe selected the 


Y ihidane bere 


df @ € 


quality and valucl 


Peerless Tube Company to produce their two color alumi- 
num tube—a “quality” tube for a “quality” product. For — 
in both quality and price Peerless continues to provide the 


fullest value, in spite of present day cost conditions. 


You will find both 


the willingness to cooperate and the ability to solve prob- 


Bring your tube problem to Peerless. 


lems at this unusual collapsible tube plant. 


PEERLESS TUBE COMPANY 


70 LOCUST AVENUE 
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LABELS #He/pSe// Your PRODUCT 


A sales manager once remarked that he considered the label. on their 
package his best form of advertising. It is the only piece of advertising that 
stays visible in the store and home day after day, telling its convincing story. 
We design and print labels, wrappers and cartons for manufacturers who appreci- 
* ate how important their label message is. 


“Quality Labels for Quality Merchandise”’ 


R. J. KITTREDGE & COMPANY 


812 WEST SUPERIOR STREET Established 1886 ola lier Xero) 


This page coated with KITTLACO—an exclusive process 
that intensifies the colors and makes the label or wrapper | 
moisture-proof. It adds “eye-appeal”’ to your package. 








merry PROBLEMS FACE YOU? 
ATTRACTIVE SALES PRESENTATION 
FELCONOMICAL PACKAGING... 
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- 4 IDENTICAL QUESTIONS NOW 
puzzune vou... heve been solved fer 
| ae ae» of a a 


The newly inaugurated ROYAL PACKAGE DEVELOP- 
MENT DEPARTMENT was established for the definite 
purpose of providing the package user with increased 


sales at lower cost. 


This it proposes to do with time-tried merchandising methods; 
with sales analysis; with the application of skillful bag 
manufacturing methods; with distinctive design and, last 


but not least, with Bags by Royal. 


The services of this new department are at the instant dis- 
posal of all who might use Bags by Royal. May we suggest 
that you learn more about them? Special material has been 


prepared and will be forwarded without obligation. 














HOMAS M ROYAL & CO 


800 NORTH SEVENTH STREET - PHILADELPHIA, U. S. A. 
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FOR their beauty of design and their perfect 
execution, these three Chicago-made cartons 
have been awarded Certificates of Merit as 
being among the Hundred Outstanding Pack- 
ages of 1933. Already it is apparent that public 
opinion — as demonstrated by increased sales 
— coincides with the opinion of Modern Pack- 
aging’s judges. These Chicago cartons will join 
the long line of Chicago-made “best-sellers.” 
The Chicago Carton Company in its new and 
greatly enlarged plant, the most modern and best 
equipped in the country, can provide for you 
the same sort of intelligent co-operation and 
perfected, iow cost production which it has here 
demonstrated in these prize-winning packages. 
Write the Creative Department of the Chicago 
Carton Company for aid in the design and plan- 
ning of your new folding carton or display. 
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‘Se reputation of your product is made in 
the homes of the people who buy it. This is 
why the closure you use is such a vital factor in 
your business. 

Because of their exclusive thread construc- 
tion, Crown Deep Hook Caps are dependable 
guardians of quality and flavor from factory to 
home. 

It is easy to get the facts. Send the attached 
coupon. 


CROWN deep hovk CAP 


ependables LINERS 


Scientifically tested and commercially proven liners 
for every product are an important part of C. C. S. clo- 
sures. For vacuum sealing and re-sealing, nothing sur- 
passes the C. C. S. Slip Rubber Ring. 

If you have a sealing problem, the facilities of 
C. C. S. Laboratories are at your disposal. 


CROWN CORK AND SEAL COMPANY 


& A LT 3 M re) w a MA RY LAND CROWN CORK & SEAL COMPANY, Baltimore, Md. 
+ ] ° 


World’s Largest Makers of Closures for Glass Containers 











Send samples and more information on Crown Deep Hook Caps. 


World’s Largest Makers of 


Closures for Glass Containers 


NAA 5 occ. ag cten Seaeara see outst aE ce ee - 


Street 
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Compare 


THIS OUTSTANDING 
CARTON WITH 
YOUR OWN ! |! 


The carton at the left, manufactured by the 
Warner Brothers Company for Lucretia 
Vanderbilt, has been treated with Surface 
Products’ Controlled-Gloss Varnish. 


Note its even brilliance, its depth of tone, 
its smooth even coating. 


Then consider that you can achieve similar 
results on your own Cartons, Labels or 
Displays, at small expense! For Controlled- 
Gloss Varnish can be applied on any 
regular, flat-bed press. It will not regener- 
ate heat, will not stick, requires no re- 
handling and provides a smooth, even, 
brilliant coating without penetrating into the 
board. Any desired degree of gloss may 
be obtained. 


Ask your boxmaker about this remarkable 
development. Specify Surface Products 
Company varnish on your next job. Or 
write us, for full information and samples of 
other packages made outstanding by means 
of this superior varnish. 


— 
: AC. | 
| 1/5 O. Street, NC. Washington, DC.| 
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“PRODUCTS OF MERIT” 


CAPPED WITH 


SYLPHSEAL 


TRADE MARK 


High Gloss Enamel (U.S. Pat.) Mat Opaque 


The “Mark of Merit’’ on Schenley products is 
Silky Lustre (U.S. Pat. app’d for) Metallic Bronze 


their guarantee of purity and quality. 


Sealed with Sylphseal Caps or Bands is a guaran- 
tee of a perfect closure.The bottles shown in illustra- 
tion are capped with Sylphseal Transparent Caps. 


Sylphseal Caps and Bands are self-sealing. 
They are made in a wide range of finishes and 
colors in the following grades: 


Regular Transparent 


These colorful caps and bands, plain, or printed 
with trade mark design, not only add a colorful 
note to the bottle closure, but also make a more 
efficient closure by holding it securely in place, 
thereby minimizing danger of leakage, loss of 
flavor, aroma, etc. They also deter counterfeiting. 


SYLVANIA INDUSTRIAL CORPORATION 
CAP AND BAND DIVISION 


Executive and Sales Offices: 122 East 42nd St., N.Y.C. 
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@ It’s a race for SALES. And your product will win... i 
you pick a thoroughbred PACKAGE to carry it. 


@ Color, design, size, shape and features of convenience 
to users are the points on which PACKAGES are judged. 


®@ Don’t forget that out on the dealer’s shelf . . . all your ideas, 


ideals and experience are represented by your PACKAGE. 
It is the only evidence of the value you have packed within. 


Pick a thoroughbred ! 


CANS... Lithographed and Plain 
Sized Singly or in Series. 


METAL PACKAGE CORPORATION 


RIO §E. nie SI.. KEW YORK CITY 
* One eof America’s Largest Canmakers ¢ 
SALES OFFICES AND PLANTS @© NEW YORK CITY © BALTIMORE © BROOKLYN © CHICAGO 
DIVISION @ HAMILTON @ OHIO 
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“Whitecaps Speed Pc cud oe eo SEAL PERFECTLY— 


STERILIZE HEAD SPACE AND CAP AT TIME OF SEALING 
IN PATENTED VAPOR VACUUM SEALING MACHINE 


pen Casily ee | Sestantly— 


INCREASE SALES BY THEIR BEAUTY AND CONVENIENCE 


MO ST ADVANCED METHOD O F FOOD PAC KIN’ 
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How High Have Costs Gone? Are they out of line with 






other costs? What can you do to keep them down? 
MODERN PACKAGING brings its readers the facts. First, 








in a survey of the experience of over five-hundred packagers 





—from the smallest to the largest, in every field of industry. 


Second, in a survey of the leading factors in the material and 






machinery end of the packaging field. 












N March, 1933, the Labor Department’s Index of Wholesale 
Prices stood at 60.2. In April, 1934, it had risen to 73.3; since 
then it has stood virtually stationary. 

The rise: just under 22 per cent. 

From March, 1933, to April and May of this year, packagers report 
an increase in their packaging costs of just under 25 per cent. 

There doesn’t seem to be much to worry about there. But we are 
talking about averages. And averages don’t solve the problem of the 
| man whose package cost has risen 60 per cent, SO per cent or, as in one 
case reported, over 300 per cent. Nor does it solve the problem of 
the manufacturer who must make his advertising and his package 
carry the extra sales appeal needed to surmount the combined in- 
creases of the cost of his product and his package, his materials and 
his labor. 

In short, the manufacturer today is confronted with a double- 

edged sword. If he cuts his packaging cost by cutting the quality, 
| the appearance or the protective ability of his package—in short, if 
he skimps—his sales will be cut off by one edge of the sword. On the 
other hand—if he tacks added cost to added cost (as many have 
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403 manufacturers report an aver- 3 manufacturers, or 0.70 per cent 25 manufacturers, or 5.6 per cent 

age increase in packaging costs of all who answered, report of those answering, report a de- 

of 24.74 per cent of last year. costs virtually the same as they crease in cost, mainly achieved 

These represent 93.7 per cent were last year. through package changes, mecha- 
of all manufacturers answering. nization or both. 
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MANUFACTURERS’ COMMENTS REVEAL 
WIDELY VARYING POINTS OF VIEW 


“Will use less elaborate containers.’’ 

“We cannot afford to reduce quality of ma- 
terials.” 

“Some of our competitors laugh at NRA but 
get orders from the United States Government. 
How can any one compete with that?” 

“Tf all companies would make their cartons 
to fit their packages instead of two or three sizes 
larger to fool the public, we would all be saving.” 

‘‘We hope to install machines when our volume 
increases.” 

“We will install wrapping machines.” 

“How can you keep costs down when the 
NRA has protected all manufacturers on 
price? There is no competition any more.”’ 

“We shall further mechanize our packaging 
operations.’ 

“We believe it will be better business for us 
not to make any visible changes in our packages. 
If anything, we are trying to make our packages 
more expensive by using better materials as we 
feel that the majority of others will try to cheapen 
their products and we feel that it is a good time 
to be more outstanding.” 

“We are inviting broader competition from 
all material suppliers.” 

“We will avoid using materials that have 
increased unreasonably in price wherever pos- 
sible.”’ 

“We hope there will soon be some helpful 
change in the NRA which will prevent unfair 
advances in pricing of goods.”’ 

“Have tried reducing costs but it seems to be 
impossible.”’ 

‘‘We contemplate purchasing automatic units.” 

‘‘We are developing new designs which will cut 
down labor costs, etc.” 

“Nothing to be done.” 

“Installing mechanical devices.” 

‘Packaging more units per container.”’ 

‘‘Making every possible change which will not 
mar sales appeal.”’ 

“Installing better mechanical equipment.” 

“What can we do?” 

“Installing machinery to do away with hand 
labor.” 

“Installing new machinery—thereby eliminat- 
ing a few more poor devils. The old, old story 
over again! Our competitors are doing it and 
in the mad scramble after the Almighty Dollar 
there isn’t a hell of a lot left.” 

“We have raised our labor, but at the same 
time our unit cost is not larger for we find a 
better production from our labor all around.” 


(Continued on page 74) 
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learned to their sorrow) the other edge of the sword 
comes into play and cuts his sales again. 

Yet that doesn’t mean that there is nothing to be 
done about it. American business, to mix a metaphor, 
has often steered successfully between such two-horned 
dilemmas. But to do so today, a complete under- 
standing must exist—in the minds of packagers and of 
those who serve them—of the factors involved in this 
rise in packaging costs. 

First of all, among these, is the fixed factor of wages— 
fixed in the sense that today, for the first time, no 
packager and no supplier can expect to counterbalance a 
price rise by a wage cut. If anything is to be expected, 
future wages will be higher, on an hourly basis and 
probably on a productivity basis, than they are today. 
And this is true in the packaging plant, the paper mill, 
the box plant, the machine shop and wherever else the 
raw materials of packaging are fabricated. 

Yet, rising wages, shortened hours and lowered work- 
ing tempos tell only part of the story. True, the small- 
production plant, where wages for hand work are a 
major part of packaging costs, will suffer acutely. But 
in the larger plants—already highly mechanized—labor 
costs have not, for many years, been a large factor in 
packaging expense. In such plants, a ten or twenty 
per cent increase in wages means only a one or two per 
cent increase in total costs. 

Yet, for both of these groups—and for the much 
larger group that lies between all-hand-work and full- 
mechanization—labor costs are leading inevitably to 
greater use of machinery and the intensive development 
of new machines. 

This fixed factor of wages is reflected likewise in the 
rise in cost of pre-fabricated packages. Set-up box 
plants, molding plants, printing plants, can plants— 
all are today forced to include a higher wage factor in 
their price scales. And this factor, once again, cannot 
be fought directly. 

But it can, and is, being fought by greater mechani- 
zation, smoother planning of production and increased 
efficiency of manufacture—to the end that less labor, 
and. higher prices, shall produce the same amount of 
finished goods. 

There are many who look askance at such a ten- 
dency; many who question the value of increasing 
wages only to cut down jobs. But that is a problem 
for industry as a whole to solve. The individual manu- 
facturer is confronted with a condition—not a theory— 
and he’ll mechanize his plant, even against his economic 
beliefs, if that is the means of staying in business. 

The next factor confronting the packager is that of 
material costs. Here he is not so rigidly bound, for he 
may choose between one material and another; here 
he can overcome a price rise in Grade A board by 
specifying Grade B, a cheaper board. 

But, here also his choice is limited. If he has manu- 
factured wisely during the past few years he has prob- 
ably carried substitution just as far as it is humanly 
possible. Oftentimes, in fact, he has carried it too far 
and has now to retrace his (Continued on page 32) 

















WHAT THE MACHINE OR MATERIALS MANUFACTURER IS DOING 
TO BRING DOWN PACKAGING COSTS 


Cartoning Machinery Corp. 


Celluloid Corp. 


Consolidated Packaging Machinery Corp. 


Dennison Manufacturing Co. 


J. L. Ferguson Co. 


Robert Gair Co., Inc. 


Ferdinand Gutman & Co. 


Hampden Glazed Paper and Card Co. 


Interstate Folding Box Co. 


Kalamazoo Vegetable Parchment Co. 


Lebanon Paper Box Co. 


Munson Bag Co. 


Nationai Folding Box Co. 


Owens-Illinois Glass Co. 


Package Machinery Co. 


F. B. Redington Co. 


Standard-Knapp Corp. . 


U.S. Printing & Litho. Co. 


Williamson Glue & Gum Works 


Has developed a combination machine for packaging with resultant 
savings in operators, floor space, initial capital expenses and lower upkeep 
permitting smaller manufacturers to effect savings in packing two or more 
items on same line. 


Has developed special ‘‘windows’”’ for set-up boxes and cartons, also 
special transparent bags. 


“Constantly engaged in adapting machines to eliminate excess costs both 
of packaging itself, and labor required to produce.” 


Has installed special production machine to economically produce small, 
high quality boxes. Has mechanized production and increased worker 
efficiency and output quality by specialized training. Has developed box 
design department and assembled data on methods of cost reduction 
through simplification of package, reduction of weight and increase of 
package strength. 


Has developed machines to further eliminate hand operations and labor 
attendants and to provide higher packaging speed. 


“Since the middle of 1933 our design department has been swamped with 
work on new and improved designs. Design department has developed 
many recent improvements in carton and display structure.” 


Has developed closures to reduce returned goods, spoilage, leakage, 
evaporations, etc., due to closure failure. Has developed special tamper 
proof seals. 


Has established lower prices on all new lines compared with similar graces 
of several years ago. 


Has accomplished by automatic methods results which formerly had to 
be produced by hand or semi-automatic methods, with consequent re- 
ductions in costs. 


Has developed printed carton sealing paper for use with plain carton 
shells to replace printed cartons. 


Has augmented its set-up box equipment with well equipped folding box 
plant. Has added high speed and two color presses to former press equip- 
ment. Has pending patent application for device improving appearance 
of machine-made set-up boxes which formerly would have required pro- 
hibitively costly hand work. 


Has cooperated with customers in standardizing bags, styles and sizes. 
Has developed stapled tab, used for sealing and carrying advertising mes- 
sage, etc., as substitute for expensive bags. 


Has installed improved machines for various operations. Has redesigned 
carton blanks to provide great reduction in the amount of stock consumed, 
and increased strength and bettered appearance of finished carton. 


Has developed many new stock bottles of modern design for use of 
packagers whose volume does not permit private mold designs. Has de- 
veloped others, such as tamper proof bottles for motor oils, permitting lower 
costs to both packer and consumer. Has developed machinery for auto- 
matic production of fine containers equal in quality to those formerly 
imported. 

Has developed bundling machines for assembling individual packages 
into dozen lots and wrapping them in printed or unprinted paper, thus re- 
placing outer carton or shipping container and reducing freight, storage 
and labor charges. 


Has developed higher speed automatic machines. Is also developing 
semi-automatic and adjustable machines for use of smaller manufacturers 
as well as adjustable types of fully automatic machines. 


Has effected services for its customers by providing machines with large 
range of adjustability. 


Has cooperated with its clients in redesigning packages for, less costly 
production. Has frequently cooperated in cost reduetions by combining 
orders in club runs with similar work. 


Has improved adhesive qualities and maintains experience files which 
help in the prompt meeting of specialized needs. 





The foregoing information has been abstracted from data supplied by the above named companies and MODERN PACKAGING 


does not guarantee its absolute accuracy. 


Further tables listing additional new developments in the direction of cost 


reduction and package improvement will be presented in forthcoming issues. 





JULY, 1934 


31 















(Continued from page 30) steps toward higher priced 
materials which will meet the demands of his market. 
This is a problem for the individual manufacturer, one 
that must constantly be worked upon in the light of 
market conditions both at the purchasing and the selling 
end of the business. 

Throughout the answers to our survey, the feeling 
can be discerned that bald substitution—the adultera- 
tion of package quality—is no more to be desired than 
is adulteration of product quality. Only the chiseler 
on the fringe of business looks to this means for the way 
out. And, usually, such practices are the very means 
of keeping the chiseler on the outer fringe of industry. 

There is, however, another type of substitution which 
offers legitimate opportunities for cost reduction or for 
compensation for higher labor and material costs. 
Since 1929 new materials, new processes and new types 
of construction have been developed which do a better 
job at lower cost. Many of these are listed on page 31. 
These, by making possible an equal or greater degree 
of salability and protection, offer probably the greatest 
field for the packager of today and of the immediate 
tomorrow. 

Types of package and display combinations have 
been developed which do a better job—at lower cost— 
than their predecessors. New adhesives, new papers, 
new boards make possible faster, simpler production 
of boxes and cartons. New wrapping materials have 
greatly increased the practicability of the simple 
wrapped package. New type bags have conquered a 
field of their own, for merchandise that formerly re- 
quired more complicated types of packaging. New 
closures, new types of cans, new types of folding boxes, 
and an almost infinite variety of other innovations have 
replaced older forms in favor, while increased volume 
has brought down the cost of such formerly high priced 
materials as the plastic molding compounds. The de- 
velopment of stock molds, in the closure, molding and 
glass fields, has progressed to a point where many who 
formerly were excluded from these fields can use stock 
items of a beauty and utility fully equal to any they 
might have designed for themselves, at greater expense. 
Here—in probably the greatest field for cost control— 


















each packager must tread his own way toward a solu- 
tion of the problems which, for each packager, are dif- 
ferent. MODERN PACKAGING can only point out the 
opportunities. Inventors and suppliers can only create 
these opportunities. But their utilization depends 
upon the acumen, progressiveness and foresight of the 
individual packager. 

So, too, with the design of new and revised packages. 
Independent designers and the design and plan divi- 
sions of suppliers have come to a greater realization of 
the possibilities of simplicity. Two-color packages 
always have cost less than four-color packages. But 
only today are efforts everywhere directed toward 
making the two-color package do a better selling job 
than the former, more elaborate designs. And this is 
but a random instance of economy through planned 
design. 

Thousands and millions of dollars will be saved in 
the next few years by packagers who go over their lines 
with a fine tooth comb—seeking not cheap substitutes 
but less expensive means of arousing the age-old ‘‘will- 
to-buy.”” Here MODERN PACKAGING need not itemize 
the account. Its readers have only to run at random 
through this or other issues to discover the wealth of 
materia] that exists. 

To sum up: Packaging costs have indeed risen. In 
some cases, in industries which, because of internal dis- 
organization, have previously served the packager be- 
low their actual cost of production, this rise has 
amounted to fifty or sixty per cent. But in almost all 
cases the rise has been fully justified. And, most im- 
portant, packagers felt that this was true. Surprisingly 
little resentment has been shown (in our survey) to 
increased prices as such. 

Yet a surprisingly vast number of packagers want to 
fight this rise—not by chiseling, but rather by cooper- 
ating with their suppliers in the development of pack- 
ages and packaging methods which will do a better job 
at a lower cost by virtue of their better design, by 
virtue of legitimate economies achieved through the 
use of newly developed or improved materials and by 
virtue of lowered production costs achieved through 
greater mechanizations. 
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COSMETICS 14 manufacturers 
28 manufacturers report 

report 22.26% increase 
18.30% increase 













COMPARE YOUR PACKAGING COSTS WITH THOSE OF YOUR OWN INDUSTRY 


68 manufacturers 


AUTOSUPPLIES 22.60% increase 


CONFECTION- 
FOOD PROD- ERY 
UCTS 22 manufacturers 
TEXTILES 113 manufacturers report 
16 manufacturers report 28.89% increase 
report 27.05% increase 


26.55% increase 
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Modern hand lettering of the firm’s initials in harmony with descriptive type characterize the Abraham and Straus labels 


AFTER Sta 


HILE the last six months have been very 

important in the history of liquor packag- 

ing, having been the initial period of 

repeal, it is the consensus of opinion that 

the six months to come, rounding out the first year of 
America’s return to a saner attitude toward the drink- 
ing of wines and liquors, will be the significant ones. 
Many factors contribute to the truth of this state- 
ment. It is a recognized fact that the American liquor 
taste has to be retrained. The older generation, re- 


MONTH S$ 


Gr GPE wt 


by Lath Lamyl eile 


membering favorite brands of pre-prohibition liquor, 
has, to a great extent remained faithful to those brands, 
making it possible for distillers who did not quite cease 
production during prohibition to carry on the brands 
they made famous fourteen years ago. The younger 
generation, which has had its taste more or less de- 
sensitized by the raw and to a great extent inferior 
quality of prohibition bootleg liquor, has not yet had 
enough of the good wines and liquors to decide what it 
likes best or whether it wishes to pay the necessary dif- 


Left: Traditional shapes in stock design 
bottles as used by California Consoli- 


dated Wineries, Ltd., 


for its complete 


line of “Beaumont” wines 


Right: The Joseph Triner Company 

uses traditional atmosphere and modern 

design. These as well as the “Beau- 
mont’’ bottles are by Owens-Illinois 
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In the repackaging of Macy's whiskies and gins particularly, the tendency is toward a use of the ‘‘private stock’’ motif in the design of 
bottles and labels, as is evident in this selection 


ference to get well-aged, finely distilled or finely selected the shelf and gives the greatest assurance of quality 
liquor. Consequently, the present purchases of the and dependability for the price will be the one concern- 
great majority of liquor buyers are determined by the ing which they will inquire of the clerk for recommen- 
price level—they wish a bottle costing no more than a dation, particularly if that package has been well ad- 
certain amount—by the current advertising in local vertised to the public. 

and national mediums and then by the personal recom- Then, there have been legislative processes in both 
mendation of the individual salesman in the store or Federal and state legislatures which have made the 
place where the purchase is made. Of course, in such last six months a period of marking time for many dis- 
cases, the package which stands out most distinctly on tillers and distributors. The designing of labels, for 
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For its line of DuBouchett cordials and liqueurs, Many Blanc & Company, Inc., has adopted designs in labels and bottles which reflect 
the ‘‘import’’ atmosphere, as in the selection shown 


instance, has been in some cases retarded while manu- 
facturers of liquors wait to see the outcome of Federal 
legislation requiring a great deal more information on 
a label than is now demanded. The distribution of 
liquors through drug stores, varying from state to state, 
and undoubtedly subject to some Federal control as 
well, has held up the packaging progress of such na- 
tional corporations as Liggett’s, which refuses to give 
its own trade mark to more than one brand until the 


legal problems settle down. Liggett’s, therefore, for 
the time being, is interested in the distribution of 
only nationally advertised brands. 

On the other hand, there are many who feel that in 
spite of the fluctuating state of the American taste, 
where the average buyer is still experimenting rather 
widely, and in spite of legislative delays, the psychology 
of an established association of brand name and package 
is so important that the package should be decided on 
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as soon as possible 
and, then, if nec- 
essary, modified 
to meet changing 
legislative require- 
ments and chang- 
ing consumer de- 
mand. The next 
six months will! be 
able to give some 
proof of the valid- 
ity of these par- 
ticular theories. 
Trends revealed 
in a survey of dis- 
tillers, distribu- 
tors and retail 
dealers showed a 
leaning toward 
the increased use 
of molded plastic 
caps, some in 
special molds of a 
novelty character. John David, one of the newer en- 
trants into the ‘individual brand’”’ field (having been 
and being mainly a distributing agency) uses a molded 
screw cap on its “Cock o’ the Walk” gin, the only brand 
now available under the John David seal. Macy’s uses 
molded screw caps, with secondary closures of hoods on 
domestic whiskies. American Spirits, with its unique 
“‘high-hat’’ patented deep screw top extending down to 
the shoulder of the ‘‘Park Avenue”’ gin bottle, and with 
a Chanticleer in red on a white base over the cork of its 
liqueur bottle, has definitely decided on mclded tops 
wherever possible. A red molded top shaped like a fez, 
and hugging the entire neck of the bottle, makes a color- 
ful closure for a gin bottle. A shallow screw-on cap of 
lavender shade tops the “‘Royal Box’”’ gin, with its metal 
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A selection of designs which Bloomingdale's uses for its own bottled brands 






Silver Swan Liquor 
Corporation adds de luxe 
appeal to its “Old Bucca- 
neer’ Rum by label and 
covering jacket. 
Owens-Illinois 


Originality in color 
characterizes 
every package in the exten- 
sive line of the American 
Spirits Corporation 


and design 





foil label in purple, 
red and _ silver— 
American Spirits’ 
“best-seller” — in 
the gin field and 
said to be second 
in coverage only to 
Fleischmann’s (a 
National product). 
Gimbel’s ‘West 
End”’ and Greeley 
Square” gins em- 
ploy black molded 
screw caps; as 
does Abraham and 
Straus’ “A and 
S” gin. Frank- 
fort’s only new 
bottle of the year, 
the Paul Jones 
whiskey (quart 
size), uses a black 
molded cap. 
Dunhill’s, on the other hand, uses a uniform cork 
with a composition flat top instead of molded plastic 
or metal screw-on tops, and adds a secondary closure 
of foil-lined viscose material, made in England, which 
therefore does not carry an American trade name like 
‘‘Sylphseal’”’ or ‘“‘Celoseal.’’ National believes in a 
tamper-proof cap, called the ‘“‘guardian metal safety- 
seal,” an extra-heavy screw-on cap which is being 
applied gradually to all the items in the National line. 
Park and Tilford also uses corks with a composition top 
stamped with the P and T seal rather than metal or 
molded screw caps, and then covers the cork and neck 
with a secondary closure in the form of a viscose seal 
which is placed over the foil cap. 
The trend in secondary (Continued on page 83) 
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PANDORA HAD. TO 


LOOK 


INSIDE THE BOX 


THE MUSIC OF THIS SPHERE STRIKES A NEW NOTE IN PACKAGING 


OU remember the old Greek fable . . . about 
the box Pandora was ordered not to open. 
You remember that she opened it—just as 
Eve ate the appie. 

The makers of LaVall Nail Preparations have 
remembered this quirk of the feminine mind, too. In 
the nail-polish kit shown, open and closed, they have 
capitalized the intriguing, ‘‘come-on’”’ call of the un- 
labeled package to make women investigate. 

For once they ask questions, the 
rest is easy. The girl points out 
the qualities of the three bottled 
nail preparations, each capped for 
convenience with a many-faceted 
molded closure. She stresses the 
advantages of the little red-and- 
black fibre cotton picker. She 
itemizes the numerous re-use values 
of the attractive Plaskon sphere 
itself—once it has served its original 
decorative purpose on the boudoir 
table. She suggests its utilization 
as a container for many items. 

And before she, the customer or 


the manufacturer, can say “Jack Robinson,” the cash 
register tinkles, milady has a treasure and every one 
else along the line has a nice profit—a nicer profit 
than madame would have paid for three bottles of 

polish and a nailwhite pencil sold separately. 
Ordinarily, the package without a label is merely a 
package incomplete. But in special cases—and there 
are more of such than you can think of, off-hand—the 
omission of label and trade mark serves to pro- 
vide just the needed air of mystery 
that results in inquiries and, through 

these, in sales. 

Yet, even though the container, 
molded with metal ball legs and a 
similar top-lift by the Richardson 
Company, bears no_ identifying 
marks, the products themselves are 
gaily labeled in black and red on 
gold foil. Thus, open or closed, this 
package fulfills all of its functions: 
as an attraction, as a container, as 
a manufacturer’s identification and 
as an article in itself useful and 

beautiful to its possessor. 
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ADDING SPICE 


— 
ONSUMER REACTION to new products is 
largely dependent on the manner in which they 
are presented, acceptance in most cases being 
proportional to the impressions which they 

create when displayed through the usual retail outlets. 

With food products the dominating appeal is usually 

made to the appetite, although of course there are other 

considerations, such as that of package convenience 
and attractability and price, which must be taken into 
account. Likewise, the manufacturer should bear in 
mind that his display, to win the approbation of dealers, 
must be simple and easy to set in place and not require 
too much counter space. The new product is accepted 
by the dealer, to some extent at least, ‘“‘on faith,’’ and 
until it has proven itself a good seller the reaction to 
large space fillers is not often favorable. For these 
reasons, then, the planning of a suitable display that will 
create an effective point-of-sale introduction for a new 
product requires a well grounded knowledge of mer- 
chandising and the ability to translate that knowledge 
and experience into a unit that will provoke buying. 
To introduce a new condiment, Vin-Garl, the Ozark 
Fruit Company of Little Rock, Ark., included as an 
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TO CoOcrrtres 


SALES 


important part of its promotional program, the use of 
an effective counter display which would not only 
feature the actual packages of that product but would 
also embody substantial selling arguments for it. 

The product—a vinegar to which is added a touch of 
garlic and other spicy ingredients—is being distributed 
through brokers, jobbers and chain stores, and is said 
to be meeting with ready acceptance wherever intro- 
duced. It is packaged in an attractive ‘‘pinch’’ bottle 
with a molded cap and a gold toil label of modern design 
and printed in black. 

The display consists of a folded base, which provides 
a substantial stand on which four bottles of Vin-Garl 
may be placed—as shown in the illustration—and a 
poster card that suggests the use of the product. The 
display is made in one piece, printed in two colors— 
black and green—and is shipped flat with each case of 
merchandise. In open position on the counter the dis- 
play occupies only 2 in. by 10 in. of area. Besides call- 
ing attention to the price of the item, other selling points 
are incorporated in the type which appears on the base 
of the display. This display was designed and manu- 
factured by Brooks & Porter, Incorporated. 
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WHAT WAS 


PROBLEMS THAT WERE MET AND SOLVED 

IN THE DEVELOPMENT OF A _ LINE OF 

SATISFACTORY PACKAGES FOR FROSTED 
FCOD PRODUCTS 


by Alfeed K. Brackett 





EW laymen realize the many problems that 
confront the package engineer and I have 
been asked many times how it is possible for 
one to keep busy continually on package 
development work. Most of them seem to feel that 
it is necessary only to select from the many packaging 
materials those that best fit the product in question 
and that is the end of the problem. They do not 
appreciate that new materials are being developed 
from time to time which are a radical departure from 
existing materials, also that many products require 
special materials to keep them in the proper condition. 
It is true that certain products do not require special 
protective measures, and in such cases little work is 
necessary, but more often than not a considerable 
amount of research and development work is required 
before a satisfactory package is obtained. 

To illustrate some of the problems involved, the 
following notes outline a development work that has 
been necessary during the past few years to provide 
satisfactory packages for a new line of goods—a group 
of food products, solid and liquid or semi-liquid—that 
required considerable protection from various elements 
to prevent detrimental changes. 

The main reasons for packaging a product are to 
provide a unit or units that may fit the consumers 
requirements, be attractive for sales appeal, easily 
handled either manually or mechanically during pro- 
duction with a minimum 
loss, provide the necessary 
protection from the vari- 
ous elements, sanitary and 
readily opened and closed 
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THE AUTHOR: 


Following an extensive 
experience in tool making 
with the General Electric 
Company, also as chief 
designer of machinery for | 
the United Machinery | 
Corporation, Mr. Brack- 
ett, in 1929, became as- 
sistant to Clarence Birds- | 
eye in the development of 
frosted foods. His work in the latter connection 
was in the testing and development of new papers, boards, 
bags and similar materials used in packaging. 














upon. The problems of the type of package and the 
material for same were partially solved when the size 
and shape was established, but the final selection of 
style and material was not made until after a con- 
siderable amount of research work was done. As 
usual, the design, trade mark and printed matter came 
in for discussion before a final decision could be made, 
and then these were changed several times. The 
shipping container problem was next, and finally other 
packaging materials such as liners, wrappers, etc., 
were adopted, only to be changed as fast as new and 
better ones were developed. 

The specific gravity of the various products as well 
as the compactness with which they could be packed 
varied tremendously, and after many experiments a 
rectangular package of 30-cu. in. capacity was adopted 
as a standard unit. This was a one-pound unit for 
several of the largest used products in the line and the 
other products were packed into this package as well 
as size, shape and specific gravity would permit. 
Larger units, made in multiples of the small unit to 
facilitate storing and shipping container problems, 
were also adopted. In addition to the small and larger 
units, it was also necessary 
to create many special 
sizes for those products 
whose peculiar shapes and 
characteristics would not 





by the consumer. There 


allow economical packing 
in the standard packages. 





were six major and many 
minor problems to be 





solved before all of these 








conditions could be suc- 
cessfully incorporated in 
the packages. 

Unit sizes and shapes 2, 
which would accommodate 
the various products that 
had dissimilar chatacter- 
istics were first decided 








Brackett patented carton which 
eliminates liner and provides 
tight corners 
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However, in every instance only rectangular packages 
were adopted. 

The question of the proper type of package was the 
cause of much development work, and the results of 
this indicated that a hard substance, such as glass, 
metal, etc., would not be satisfactory because a certain 
amount of distortion was necessary in processing the 
products. The package that accommodated itself to 
this condition the best was a folding paperboard 
carton. Practically all of the standard types of folding 
cartons were experimented with, the so-called Peters 
type with a liner being found to give the most satis- 
factory results. Due to 
the wet surfaces of the 
products, a_ protective 
liner was found to be 
necessary, and few of the 
standard folding cartons 
other than the Peters type 
could be lined satisfac- 








Dessication, oxidation and discoloration are three 
of the various changes in food products which are 
objectionable and very noticeable. To prevent these 
changes, it is necessary that the materials used in the 
package be as moisture-vapor proof as possible so that 
air cannot enter the package and moisture from the 
product cannot pass out of it. 

None of the various grades of paperboard have this 
protective quality unless they are treated by some 
process. Board treated with silicate, varnishes, hot 
and color water wax processes were tested for water, 
grease and moisture-vapor proofness. Silicate was not 
especially useful at all. 
The varnishes and _ hot 
waxes were water- and 
grease-proof to a certain 
degree but not moisture- 
vapor proof, and the var- 
nishes had an objection- 
able odor. The cold water 
waxed board with ap- 





torily. This can be lined 
either manually or me- 
chanically and _ various 
sizes of machines are 


proximately .001 in. of 
wax on each surface gave 
the best protection of all 





available for this purpose. 
When the products were 


the various processes 
which were tested, al- 





placed in any of the car- 
tons in direct contact with 
any of the regular grades 
of paperboard, — either 
waxed or unwaxed, the moisture from the goods pene- 
trated the board. This resulted in stained and un- 
attractive cartons and deteriorated products so that 
liners of the most impervious material were necessary. 
In addition to the inside liner, it was found that an 
outside wrapper was essential as it provided additional 
protection to the goods, kept the cartons clean during 
the processing and made a more sanitary package. 
A low package cost as well as proper physical char- 
acteristics of the package were the deciding factors in 
settling this important question, and we found that 
the combined cost of carton, liner and wrapper was 
less than any of the solid containers, yet provided the 
necessary protection from the chemical changes. The 
folding type of carton had one outstanding feature over 
all of the solid or set-up types in that they can be 
shipped and stored in flat condition which means a 
considerable saving is possible in transportation and 
storage space and cost. 

After deciding upon the folding carton, it was 
necessary to choose between the various paperboards 
for a base material; i.e., chip, news, kraft, manilla, 
solid sulphite, etc., for strength, appearance, odor and 
cleanliness in manufacture. A white patent coated 
manilla board .018 in. thick was finally chosen because 
it presented an attractive outside and a light colored 
inside, was made from new pulp and not refuse papers, 
had good bending qualities, possessed strength enough 
for the purpose and could be treated without dis- 
coloration of the white surface. 
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Peters type of carton, with liner 


though this material was 
not nearly 100 per cent 
perfect. It appears to be 
completely water proof 
but colored liquids will penetrate the wax coating and 
stain the board if in contact with it for any appreciable 
length of time. However, it is useful for all practical 
purposes, and if the moisture is removed within a fairly 
short time no damage will be done to the board. 

It was necessary to line the cartons with the most 
impervious material obtainable to overcome the weak- 
nesses in the protectiveness of the cold waxed board. 
By using a material of this type, the penetration of the 
moisture to and through the board was overcome and 
air was kept from the product. 

As in the case of the board, many materials for liners 
were tested with various results. Waxed glassine gave 
fair results but would gradually soften from the mois- 
ture on the product and become disintegrated. A 
25-lb. vegetable parchment paper waxed to 30-32 Ibs. 
was the first material which was used fairly satis- 
factorily. This sheet protected the product better 
than any other which was found available at that time 
but its opacity was a drawback as it was desirable to 
display the goods through the lining material. It was 
undesirable to remove the liner for display purposes 
as this allowed the detrimental changes to become 
effective in the product. 

Transparent cellulose materials were quite new at 
this period and also comparatively costly. However, 
the next logical step was in this direction and various 
experiments were conducted with this type of material 
for considerable time before it was substituted for the 
parchment. These tests indi- (Continued on page 75) 
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BOOSTING A MANUFACTURER ’S 


Reduction in number of shapes and sizes, ob- 

tained at lower production costs, secured more 

and better counter displays and stimulated retail 
sales for Davol Products 


PPROXIMATELY two years ago the Davol 

Rubber Co., Providence, R. I., began to give 

serious consideration to re-packaging its line 

of more than 400 different products, giving 
special study to the nature of the products and the 
probable frame of mind of the ultimate purchasers. 
Inasmuch as the company is the largest exclusive manu- 
facturer of sick room rubber goods, this decision was 
noteworthy as an endorsement of modern packaging 
for utility merchandise. 

Completion of the job has sent Davol’s products out 
to market arrayed in an exceedingly well-designed line 
of packages with a reduction of approximately 25 per 
cent in the number of shapes and sizes with propor- 
tionately lower production costs. These new packages 
have been a major factor in securing more and better 
counter displays as well as in stimulating retail sales. 





STANDING 


“In executing this job,” explains J. A. Clemens, as- 
sistant plant manager, ‘“‘we had to consider that the 
Davol firm makes druggists sundries and sick room 
necessities—products for which there is little market 
unless there is illness or accident in the home. They 
are products which do not have universal appeal as do 
many others such as beauty preparations or foodstuffs. 
The person seeking to buy one or more of our products 
is in a serious mood, bent ona definite mission. Because 
he is worried, he is not receptive to haphazard or sug- 
gestive selling. Thus, package design cannot boost 
sales by suggestion or by prominent display when the 
consumer has no need for such a product, but it can 
effect sales at the point of sale. 

‘Furthermore, since our margin of profit is not large, 
the cost places a definite limit on package expenditures. 
In actual planning, our first consideration was the cost 
of the old boxes; second, a determination of the cost 
margin either way; and third, procedure to secure the 
limit in development once the price was determined. 

‘‘While we had been using a general type of label, 
our boxes had no true appeal for the family of packages 
idea which we sought to (Continued on page 82) 
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~~ URING the seventy-five years of its exis- 
tence the Carter's Ink Company of Cam- 
bridge, Mass., has had to adjust itself to 
many changes, both mechanical and eco- 
nomic. In the present crisis the particular need 
has been for more effective merchandising by deal- 
ers and for a product that would have an eye-appeal to 
the consumer. It was realized that the trend toward 
styling must be recognized and this has resulted in rede- 
signing the packages in which the company’s products 
are offered according to modern ideas. This change in 
package design has made it desirable, and possible, to 


—__<_ 


change the layout of the bottling department so as to 
greatly increase its efficiency. 

The details of design which principally affected the 
layout of the bottling department were the change from 
round ink bottles to cube shaped bottles and the use of a 
wide mouth with screw caps instead of corks. Also an 
improvement in packing made it possible to use corru- 
gated fibre boxes for shipping instead of wooden boxes. 

When wooden boxes were used there was an elevator 
from the floor below with its opening in the center of the 
bottling department. At that time the bottling ma- 
chines were arranged to feed toward this elevator near 
which they were packed. They then had to be trans- 
ported to the far end of the floor to the freight elevator 
which delivered them to the shipping department. The 
empty bottles came in near the center of the department 
and had to be moved to each end of the room to the fill- 
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ing units of the bottling machines. Thus it will be 
seen that there was anything but a straight line flow of 
material. However, on account of the location of the 
storage space for the wooden boxes, and the need of 
wooden boxes, it was the only way of procedure under 
the circumstances. 

The use of corrugated shipping cases made a change 
in layout practicable. The empty bottles are delivered 
by the glass manufacturers in cartons printed with the 
company’s name and trade mark and are suitable for 
shipping the filled ink bottles. The empty bottles are 
delivered in these cartons to the filling ends of the ma- 
chines which have all been rearranged so that these ends 
are as near as possible to the entrance from the empty 
bottle store room. They are brought in on skid plat- 
forms by means of lift trucks. The bottles are un- 
packed and immediately placed on the conveyor lead- 
ing to the filling machines, of which there are four lines. 
Associated with each of these filling lines there is a small 
conveyor used to transport the empty cartons from the 
end where the empty bottles are unpacked to a point 
where the filled ones are repacked. These conveyors 
pass over the top of the packaging machinery units, 
each consisting of an endless belt, motor driven to the 
top on the incline and with a gravity slide down to the 
packing end. The cartons of filled bottles, placed on 
the same skid platforms and moved on the lift trucks 
are taken via the elevator to the shipping department. 
This end of each packaging line is likewise fairly near 
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Alteration in package design made it desirable and profitable to at- 
tain straight line production at the Carter's Ink plant 


the elevator. Thus it will be seen that straight-line 
production has been provided for and that there is a 
saving in material as well as in handling. 

The bottling or packaging consists of the following 
operations. First comes the blowing out of the bottles 
with compressed air to remove all dust, the dust being 
taken away by a vacuum hood. The cleaned bottles 
then travel on conveyors to the filling position, where 
they are filled by means of Pneumatic vacuum filling 
machines. The filled bottles are then moved by con- 
veyors successively to the capping and labelling ma- 
chines and finally to the packing table. Capping is 
done by means of a Pneumatic machine, the labelling by 
an Economic labeller and the strip seal labelling by a 
Potdevin machine. The filled cartons are sealed in a 
National sealing machine and are then carried by a 
short conveyor to be placed on the skids. 


Storage for empty bottles 
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Here are two views of the bottling department at Carter’s, showing 
arrangement of conveying and packaging equipment 


Some difficulties were experienced at first in moving 
the filled unsealed large mouthed bottles without spill- 
ing the ink. With the small openings formerly sealed 
with corks there was no trouble in moving the open 
bottles at the rate of 50 per minute, but with the large 
openings this was altogether different because the rapid 
starting and stopping of the bottles caused the ink to 
spill. It took some experimenting to solve this prob- 
lem but the answer was finally found. The new bottles 
also caused some difficulty to the glass manufacturer. 
In the first place it was necessary to blow them to un- 
usually close limits for that kind of product, for other- 
wise it would not be possible to pack them in the stand- 
ard cartons without danger of breaking. In the second 
place the top had to be absolutely accurate in order to 
take the screw cap. The glass manufacturers were at 
first skeptical as to their (Continued on page 73) 
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Fackaqing Lines 


Individual conveyors carry empty cartons above 


each packaging line from filling end to packaging end 
NE oA Oo OL OM 





JULY, 1934 





PACKAGE 


IDENTIFICATION AND 


66 - )psgue PACKAGING” is the latest fling 
in packaging—in packaging for protection, 
that is tosay. Hereby enters a procession 
of interesting new problems for package 

makers and package users. Not that there is anything 

new in the elementary idea of a non-transparent pack- 
age. Albeit we have to admit 
surprise that the lightless 
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varnished or coated in any manner within the limita- 
tions of boxboard, while the inside of the carton may 
be lined, grease-proofed or coated. At that, it is 
probable that, in deference to prevailing fashions 
in packaging, most of the shells will be tightwrapped 
in paraffine paper or alternative stock. 
Color relief as applied to 
the opaque package is the 





package should thus suddenly 
forge to the fore, just when 
transparent packaging seemed 
to be carrying all before it. 
The real riddle, though, is 
how to capture and capitalize 
display value in the new gen- 
eration of dull background 
packages. 

How comes this unexpected 
gate-crashing by the opaque 
type of container or wrapper? 
Well, oddly enough, it’s the 





Light exclusion packages, their con- 
struction and decoration are receiving 
indirect result of 
Government researches in rancidity- 
resisting wrappings. 
activities listed 


attention as an 


in Mr. Fawecett's 
summary this month as having ob- 
tained Federal attention include the 
utilization of window-top cans and 
package counterfeiting.—Editor 


big news of the promotion in 
the packaging scale of the 
erstwhile drab member. The 
difficulty of conjuring shelf- 
value or poster-quality in a 
somber package has _hereto- 
fore kept prejudice against all 
opaque packages. Now that 
the material advantage of this 
type is overwhelming, there is 
nothing for it but to get around 
the display impediment, es- 
pecially in the matter of color. 


Other package 








backwash of the current de- 
velopment of anti-rancidity 
packaging. In various branches of the food field, 
packagers have fallen enthusiastically for the new 
idea of preventing food spoilage by retarding ran- 
cidity, via light-proof package. Uncle Sam gave 
the cue for this new trick, with the discovery of 
the grass green screen which has been previously de- 
scribed in these columns. By way of making a good 
thing better, has come the sequel of the dark-interior 
package. If it was good policy to temper light rays 
with a green filter on the package, why not go all the 
way in armoring the package by excluding all light 
whatever? The new school of opaque packaging is 
the result. 

Cartons comprise the first packaging medium to show 
a distinct trend to the new cult of keep-it-dark packag- 
ing. Catering to packers of oil-bearing specialties 
and light-susceptible food preparations, manufacturers 
of boxboard have developed stock, fortified in the 
center with a film of asphalt, that excludes all light. 
The beauty of the new packaging find is that it is a 
practical medium as a carton alone—that is without 
wrappers or liners. Finished boxes may be lacquered, 
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Ink manufacturers have been 

cooperating, and already evi- 
dence is forthcoming that light and color gayety 
may bathe the outside of a package that bars the entry 
of sunlight to its contents. 

In the modern film-center varieties of combination 
boards the printing surface is not sacrificed but can be 
made white or colored and is adaptable to designing and 
printing the same as any boxboard. The foil people, 
who are also cashing in heavily on the trend to com- 
pletely opaque packaging have a vigorous alibi for 
display performance. They claim that, due to the fact 
that natural foil has unusually high reflecting qualities, 
very often colored inks will appear much brigher when 
printed on foil than when printed on some other ma- 
terials that would not reflect light back through the 
ink. To be sure, the fact that foil will not absorb inks 
while paper will makes it necessary to provide special 
qualities on inks, capable of fast drying, for this class 
of opaque packages. Otherwise, the opaque packaging 
materials may be printed in any way and on any type 
of press that may be used for printing on paper. In- 
cidentally, it’s part of the news that the designers who 
are engaged in dolling up the (Continued on page 8”) 

















PLUS SMART MODERN 
PROMOTIONS 





A NEW PACKAGE IS INTRODUCED BY 
MEANS OF INTERESTING DISPLAY BACK- 
GROUNDS WHICH CREATE A ‘’DESIRE” 
ATMOSPHERE AND ENCOURAGE SALES 





O PROVIDE a forceful 
method of announcing a 
new package and creating 
sales for its contained 

product, a promotional campaign 

which includes the use of per- 
manent counter units and itinerant 
window display units has been put 
into effect by the Maybelline Com- 
pany. The entire plan which fea- 
tures the new gold and scarlet 
metal case for Maybelline, the 
company’s mascara, has been de- 
veloped by W. L. Stensgaard & 

Associates, Inc. The accompany- 
ing illustrations show reproductions 
of each display. 

The window photograph shows 
an actual installation at the store of the McAlpin 
Company of Cincinnati. The unit consists of a center 
panel, hand-painted oil illustration of the blond and 
brunette types showing the effect of mascara on these 
two types of beauty. The overall size of this display 
is approximately four feet in height by five feet in 
length. It is designed for use in department stores in 
small entrance windows or lobby windows, or as a unit 
in a larger window display. 

All wood trim on the unit is finished in rich lacquers 
in red, black and gold. The word Maybelline is made 
of cut-out relief letters finished in red lacquer and 
mounted on a pure white panel. The silhouette figures 
immediately back of this cut-out are finished in 
lacquers and reproduce the line illustrations used in 
national publicity of thisitem. The display is equipped 
with several elevations for the actual display of the 
new package. The color treatment in the entire unit 
is carried out to accentuate the new scarlet and gold 
Maybelline container. 

The other illustration shows the new counter display 
design for this merchandise. This unit is 12 in. in 
length and has an overall height of 16 in. The con- 
struction is entirely of metal and the unit is equipped 
































with an animated flasher which adds to its attractive- 
ness. The back panel on the display has an unusual 
treatment in that the illustration is reproduced in half 
tone oils on a wool felt. This texture gives a soft 
treatment to the illustrations and is one of the most 
unique types of reproduction used on this type of unit. 
Each display has one of the new packages securely 
fastened to the forward panel. Two small elevations 
provide space for the actual display of the open pack- 
ages. All exposed parts of the metal are finished in 
baked enamel and the color scheme is in black, white, 
two shades of gray and scarlet. The oil illustrations 
which have been reproduced on the back panel are ren- 
dered in natural colors. 

In introducing the plan to the retail department store 
a specially prepared brochure was used. Under this 
plan the retail stores are offered the use of the window 
display for a one week’s showing. In addition each 
store is given one of the counter units for permanent 
use. To date many of the counter units have been 
placed in the leading department stores throughout the 
country and it is reported that sales of the product are 
increasing. Showings on the itinerant display are 
rapidly being scheduled. 
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The package mount may be designed for a wide variety of package 
sizes and die-cutting styles—yet each mount is related, by the size 
of its clamp opening, solely to the product for which it is designed 


INDIVIDUAL DISPLAY UNITS CONVENIENT TO SET UP 
AND REQUIRE SMALL COUNTER SPACE 


O supplement the larger types of counter and 
window displays, a new type of so-called clamp 
or ‘“‘mount”’ has recently been developed which 
serves to combine many of the advantages of 
the more elaborate types with low cost and extreme 


ease of packaging and shipping. 

The mount consists of a single piece of board, printed 
or lithographed on one side only and so die-cut as to 
clamp snugly over the type of the package while ex- 
tended upward to carry its message to the eye. By this 
method, the sponsoring manufacturer is assured of the 
use of his display solely for promotion of his own prod- 
uct while the dealer secures a convenient set up and 
easily placed silent-salesman that definitely calls atten- 
tion to the package he wishes to sell. 

The new ‘‘clamp” is extremely flexible as to size, 
shape and types of cans, bottles or containers with 
which it may be used. Yet, on window, shelf or counter, 


Mounts may be tied-in with the appearance of the package itself 
to form a unified whole and to relate the package to the theme of 
magazine or newspaper advertising 
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it occupies small space, package and display occupying 
no more counter space than the package itself. The 
vertical height of the combined package and ‘‘clamp” 
may vary according to the type of display matter on the 
mount itself. The small unit of space occupied serves 
to open up preferred counter positions, such as that next 
to the cash register, that might be excluded to larger or 
more elaborate methods of product presentation. 

The ‘‘clamp’”’ as illustrated in the accompanying illus- 
trations showing a number of styles is manufactured by 
A. D. Steinbach and Sons, who have applied for patents 
on the method of construction. 
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HIS is the story of a package-conscious cake 

baker and how and why he got that way. 
@ . There was a time when he believed his cakes 

should stand or fall on the merit of the product 
alone. But he has changed his mind. He concedes, 
now, that it is bad business for a cake to fall for want of 
a good package. He admits, now, that a cake must be 
“dressed”’ for its public appearance: an informal cake 
in an informal package; a formal cake in the best 
“evening clothes’ that the master package maker can 
devise. Always alert to the least indication of a falling- 
off in sales, this baker has tried out scores of packages, 
discarded them and is still experimenting. He says 
when he gets to the point where he stops experimenting 


‘EM EAT CAKE—IN NEW CONTAINERS 


by fe. “a Sudiiias 


with packages for his product he will be in the same class 
with package designers who think they have reached 
the ultimate in their art and have quit trying to scale 
new heights. 

The baker referred to is George E. Pereira, manager 
of the Betty Lou Bakeries, New Orleans. Mr. Pereira 
has a kindly feeling toward container manufacturers, 
because he attributes much of his success in meeting 
NRA code terms to the skill of the package and wrap- 
per manufacturer in providing him with containers that 
have helped him increase the price of his products. 

In common with other industries, the baking trade is 
required to limit working hours and to expand its pay- 
rolls. A processing tax of (Continued on page 











Permits testing of the radio tube, prevents 

tampering and substitution, besides doing a 

good display job for the retailer. These are 

the premises of the design and construction 
for new Bond radio tube carton 


CRUSADING AGAINST RADIO TUBE BOOTLEGGERS 


(s each and every industry reputable manufac- 
— turers are constantly beset with the problem 
of combating competition that comes from 
the substitution of inferior merchandise. 
The manufacturer's responsibility to the customer- 
that of assuring quality and service—must be safe- 
guarded, and often enough the means of so doing de- 
volves upon the package employed for his product. 
How the Bond Electric Corporation accomplishes this 
purpose, preventing the tampering and substitution of 
its radio tubes and at the same time permitting the test- 
ing of the tubes without removal from their cartons, 
may be gleaned from the accompanying illustration and 
the description of the recently introduced package. 
As may be seen, the outer shell of the carton is open 
at both ends. The inner sleeve, holding the tube in 
place, siides easily inward and outward. A simple but 
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effective method of folding the material of the inner 
shell and riveting it to the outer prevents pushing the 
slide of the tube out far enough to remove the tube yet 
permits pushing the latter out far enough at the bottom 
to let the contacts of the tube protrude far enough so 
that it can be readily tested. 

Directions on top and bottom of the carton make 
operation perfectly clear and carry wording to the effect 
that the guarantee is void if the seal is broken or the 
carton has been tampered with. 

The design is conservative and in keeping with a 
dignified carton that will be impressive enough to 
create an advantageous impression in the minds of the 
purchasers. Not too much gingerbread and little copy 
is the theme of the new Bond radio tube carton. It 
was designed and patented by William Ringler, and the 
cartons manufactured by National Folding Box Co. 





OMPLETELY re-designed containers feature the latest group of feminine 
- toiletries to be released by the Crystal Corporation, New York—the first 
time any of the Outdoor Girl beauty products have been ‘‘ensembled” and 
tied together with a single design motif. Unlike the former packages which 
were decidedly ornate in layout and which were characterized by a different 
color scheme for each of the various preparations, the new Outdoor Girl 
bottles and jars achieve a striking family resemblance by virtue of a simple 
uniform design and stand- 
ardized color scheme. Or- 
chid, magenta and silver 
have been combined effec- 
tively in the labels, and the 
containers themselves are of 
private mold with glistening 
faceted sides. The caps are 
of ridged magenta Durez, 
molded by Colt and Arm- 
strong. The entire job of re- 
designing the Outdoor Girl 
packages was in the hands 
of the United Advertising 
Agency. Photos are by 
Adams Studios. 
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packages used by Franklin Research E. Schiffman Company, Los Angeles, brings out a new package, designed by Alb 
ner. Both containers by Continental Jay Ganz, in brilliant red and green to conform to other company products 


k offers tie small molded containers advantageously shown in a molded Sloping sides offer rigidity and strength to the display container (Tanner patent 
. Photo, courtesy of Bakelite Corporation; molding by Auburn Button Works used by The Bay Company for Readi-Tapes. Display by Brooks Bank Note 
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The Winchester battery display serves also as a rigid shipping unit for twelve 
cells. The construction of the display container is patented by A. J. Tanner 


Making use of another Tanner patent is the Winchester flashlight display which 
permits an advantageous showing of and easy access to those products 
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Regal Products Company has a new package for its Cedar Vaporator. Designed 
by E. Leonard Koppel; the label is printed by Kehlman Printing Company 


In red, black and white are the new lithographed cans which McAleer Manu- 
facturing Co. uses for its Black Flash auto polish. By American Can 





a container problem ¢ 


don’t waste time on it. 





don’t waste money on it. / 


don’t grope for the answer. 

















@ Onlszed Service does not end with 

ANODE ai ses Ts ‘s the container. The benefit of the 

THGHARCE a vi Owens-IHinois wide facilities and 

| aes r ‘ or “| long experience is available in 
| 2° SOD eee So exper 

acer ay. éj helping you design the complete 

4 we AEE package—whether it be a new line 


or re-designing your old line. 
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@ The proper solution, the correct designs, the 
sound “‘reason why” analysis will come promptly 
to your desk, for long association with the mar- 
keting of many kinds of glass packed merchandise 
has given Owens-Illinois a thorough understand- 
ing of the buying habits of millions of people 


who purchase pharmaceutical and proprietary 


produets. OnIzed service includes the design and 


production of strong, accurate containers, the de- 


velopment of harmonizing label treatments, 


closure suggestions and corrugated cartons and, 
to assure prompt delivery, the maintenance of 
adequate reserves in many stock-mold shapes, 
styles and sizes. Every angle of your container 
requirements rests in the same competent hands 
when you deal with Owens-Illinois. That is why 
so many manufacturers have decided that OnIzed 
pharmaceutical and proprietary ware is a very 
profitable and business-building investment. 


OWENS-ILLINOIS GLASS COMPANY, TOLEDO, O. 




















Repeating the design shown on the label of the Jif-Stik package, the display container Of frosted glass with embossed metal foil label, molded cap and secondary seal 


used for this product encourages attention. Display is by Robert Gair Company the package for Century Gin makes an auspicious bow. Bottle by Owens-Illinois 


The two-tier display container used for Wet-Me-Wet enables the telling of the “usage” The Midco Ice Box Freeze Display stand permits an advanfageous showing of an 
story, Designed and manufactured by Einson-Freeman Company, Inc. actual package of the product. The display was designed and made by Dennison 
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The bottles for Nu-Shine and Shu-Care polishes, made by The Nu-Shine Company Studied simplicity and colorful harmonious eye appeal are evident in these 
are sealed with Gutmann continuous thread caps and Filma-Seal transparent wrappings designed and made by Shellmar for dried fruit 





and 
aut 


Three-way plugs are conveniently shown for retail sales in this simple but effec- The box for Taggart Bonnie Brannies has a decorative wrap that illustrates 
tively designed display made by Brooks & Porter, Inc. for Deal Electric Co. contents in true color. Box is assembled on a Stokes & Smith machine 


Wilson Brothers feature their new V-70 shirts in the boxes shown below. The From shipping box to counter display stand is the dual purpose of the Lin-X 
design is arranged to permit. an interesting effect when several are displayed fibre container designed and made by The Hinde & Dauch Paper Co. 





EASY TO 
A CARTON 


TTRACTING favorable comment because of 
its appearance and a convenient pouring 
device has enabled the Suds-A-Lot package 
to create steadily growing sales for the 

product, a new soap powder, which claims the following 
advantages: It will not cake, harden or get lumpy in 
the package; it will not roughen or injure the skin in 
any way; will not fly out in dust form or float in the 
air when dumped into a pan or tube, and is scented 
with a pleasant piney odor. 

The accompanying illustrations show a reproduction 
of the package and the carton sealing and weighing 
unit which is now being used for the assembly of the 
two sizes, 12-oz. and 32-0z. as well as the 2-oz. sample 
packages. Only two girls are required to bottom seal 
and top seal the cartons, the weighing and filling being 
automatic. The operating speed of the unit averages 
14 packages per minute. Both illustrations have been 
furnished by the J. L. Ferguson Company, the manu- 
facturer of the 
carton sealing 
and weighing 
machine. 

Concerning 
this package, 
which is printed 
in two tones of 
green effectively 
set off with white 
and modern in 
design, William 
H. Jackson, sec- 
retary of Suds- 

A-Lot, Incorpo- 
rated, Joliet, IIl., 
advises MODERN 
PACKAGING: 
“The design for 
our package was 
created by Miss 
Arsina Hauk, 
who worked with 


OPEN AND POUR, 
AIDS PRODUCT SALES 


me in carrying out certain suggestions that I gave her 
relating to the nature of our product and the job the 
package had to do to attract and hold the prospective 
customer’s interest to the extent of inducing her to 
purchase and try its contents. To say that she suc- 
ceeded is doing her scant justice. 

“The pouring device is my own idea, and I have 
been granted rather broad claims by the Patent Office 
to cover it. We have found the spout to have con- 
siderable advertising value. It is possible to open a 
package and close it again by a double closure which 
prevents the entrance of moisture or insects and makes 
it unnecessary to mutilate the box when opening, thus 
preserving the design until the contents are entirely 
used. Our cartons are manufactured by the Pictorial 
Paper Package Company and by the National Carton 
Company.” 

Front and sides of the carton carry the trade mark 
of the product with a minimum of “‘selling’’ copy, while 

on the top and 
bottom is 
printed only the 
trade mark. The 
rear panel carries 
full directions for 
product uses. 
Production 
and shipment of 
Suds-A-Lot 
started on Dec. 
5, 1933, and pro- 
duction, _ ship- 
ment and sales 
have worked out 
almost as 
planned in the 
budget whichwas 
prepared weeks 
in advance. 
Distribution is 
exclusively 
through jobbers. 
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SCANNING THE LEDGER 


_ (y is clearly indicated that 

no unusual condition ex- 
ists with respect to package costs 
as compared with those met 
throughout industry. If any- 
thing, the producer who uses 
packages for his merchandise has 
been subjected to less affliction 
because of increased packaging expense than that 
which has assailed him from other directions. Faced on 
every side with positive assurance that he must meet 
rising material prices and production costs if he would 
survive, the manufacturer has “‘tightened his belt’’ and 
prepared to continue as best he can, meanwhile making 
a complete study of all conditions and factors which 
offer possibilities in the direction of economies. It is 
this situation which has brought about a new compari- 
son of values—a new standard whereby we judge the 
relative effectiveness of our efforts in whatever direction 





they may lie. 

In an endeavor ‘‘to dig beneath the surface,’’ MODERN 
PACKAGING recently conducted a survey for the purpose 
of determining the extent to which packaging costs had 
risen as well as finding out the cause for such increases. 
The latter was perhaps quite obvious inasmuch as the 
main reasons could be expected to parallel those found 
in similar researches involving the employment of labor 
and the use of materials and equipment. Supplement- 
ing this study, information was sought from manufac- 
turers of packaging supplies and equipment as to their 
efforts in effecting ways and means of curbing the up- 
ward trend. The findings of both researches are sum- 
marized and, in a general way, interpreted in the first 
article in this issue. 

What we believe to be an earnest effort toward the 
prevention of rising costs has been made on the part of 
the suppliers in furnishing improved equipment, more 
substantial and better qualified materials and added 
service. But even this cooperation is subject to certain 
limitations, for it must be kept in mind that this group 
has, likewise, been faced with the problems of advanc- 
ing costs of doing business. On the other hand, we find 
there is a marked tendency, on the part of the package 
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Cditorially speaking kok 






user, against the ‘‘adulteration of package quality’’— 
‘little resentment has been shown to increased prices as 
such.”’ 

There, then, is a common meeting ground which 
augurs well for the continuation of the satisfactory rela- 
tionship between users and suppliers. The package- 
user, in effect, adopts the premise that if he is to pay 
more for his package he is going to know the reason 
why, and, once satisfied as to the need for the in- 
crease——which he may, of course, protest as a matter of 
principle—he accepts that fact and abides by it. 

The ‘‘need”’ in this case is the constant demand for 
sales of his product—-he knows that unless his package 
wins acceptance he cannot hope for profitable sales. 
The supplier, on his part, appreciates that his oppor- 
tunity lies not in the direction of exacting exorbitant or 
unreasonable demands from his customer. Rather, his 
efforts must be directed toward an economical solution 
of his customer’s problem. 

The cost of the user’s package must be commensurate 
with what the traffic will bear—an expense which is usu- 
ally justified by the sales of the packaged product. Ob- 
viously then, the more packages sold by the product 
manufacturer, the greater the opportunity for the sup- 
plier to place re-orders of his goods. So that it is to the 
interest of the latter to guard against any tendency on 
the part of the package user to “‘spread out’’ in unwise 
directions. 

Recently in these columns we advocated a new inter- 
pretation of package costs—a basis whereby the justi- 
fied expense of a package is predicated on its sales 
rather than its intrinsic value. Considering the opin- 
ions received in the cost survey, we cannot but feel that 
this revision is well under way, aided and abetted by the 
present status of industry in general and its endeavor to 
solve the problems which now face it. With this be- 
ginning, under circumstances which encourage the fur- 
ther adoption of ‘‘fact-finding,”’ the packaging industry 
not only has the opportunity to learn more about itself 
but also, in so doing, to increase its scope of usefulness 


to the public. 
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COLOR STRENGTH TESTS 
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Colors must be right for eye appeal. Colors must 
not fade. Tests determine correct colors for you. 












THIS 





TO DO WITH 





T has everything to do with it— 

at Dennison’s. For here, creating 
a package with sales appeal means 
more than making a sketch. It 
means, first, understanding the spe- 
cific problem of your product and 
your market. Then, it means apply- 
ing to that problem the knowledge 
and skill of a staff of experts in re- 
search, design, and production. 

What appeal? What type of de- 
sign? What colors? What paper? 
What kind of printing? What kind 
ofadhesive? What type of construc- 
tion? What procedure —out of 
countless methods — is best for your 
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LABELS ° 
PRINTED WRAPPINGS «© ENVELOPES 


PACKAGING? 


problem? These are some of the 
questions our experts answer for 
you. 

When a“ Package by Dennison’ 
makes its bow on the retail counter, 


9 


it’s ready to sell! 

Let us demonstrate to you how 
this group would tackle your prob- 
lem. The first step is to send for 
our Package Analysis Form. Then 
fill it out and return it to us. This 
group will go into action—submit 
constructive suggestions — without 
the slightest obligation to you. 

Dennison Manufacturing Com- 
pany, Framingham, Mass. 
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Paper must be right for printing, folding, emboss- 
ing. These qualities are determined in advance. 
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Labels must hold fast. The correct adhesive for 
your product is chosen by tests on this machine. 
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Packages must print, cut, fold, and form at the right 
unit cost. Here we determine their “makeability.” 


| 
| 
| 


Bi 














HERE AND THERE 





Harold C. Coppins, general superintendent, and 
William A. Cass, assistant office manager of the F. N. 
Burt Company, Ltd., Buffalo, N. Y., were among the 
seven victims of the American Air Line plane disaster 
on June 10. Both were returning from the recent 


convention in New York of the American Manufac- 





HAROLD C, COPPINS 





WILLIAM A. CASS 


turers of Toilet Articles. The tragic and untimely 
deaths of these two men came as a distinct shock to 
the entire packaging industry and occasioned a deep 
sense of personal loss to their many friends and as- 
sociates. 

Entering the employ of the Burt company at the 
age of 16 as a stock boy, Mr. Coppins won rapid pro- 
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INDUSTRY 


motion, and in 1920 became general superintendent, 
last year marking his twenty-fifth year of service 
with that company. Of unusual tact and ability, he 
was responsible for many of the developments which 
have taken place within his organization as well as in 
the industry. His widow, formerly Miss Jannette 
Jennings, and three children survive. 

William A. Cass was the foster son of Miss Mary 
R. Cass, general manager of the Burt company. 
After attending Dartmouth College, where he was 
prominent in intercollegiate athletics, he entered the 
employment of F. N. Burt Company, Ltd. Among 
his associates in his organization as well as those with 
whom he came in contact in business and social af- 
fairs, he was held in high esteem and affection. In 
1929 Mr. Cass married Miss Frances J. Fairbairn, 
who, with two children, survives. 

To the families of these two gentlemen, as well as 
to the F. N. Burt organization, MODERN PACKAGING 
extends its heartfelt and sincere sympathy. 


The Thirty-third Annual Exhibition of work by 
students of the Chicago Academy of Fine Arts, 18 
South Michigan Ave., Chicago, held during June in- 
cluded a large group of packages and counter dis- 
plays. Under the direction of Edward Mathews, 
industrial designer, the students learned to develop 
package designs, fit them into effective counter dis- 
plays, understand color and develop a lettering and 
layout technique. The packages which resulted 
from this study were professional in feeling and in- 
dicated that both mass and individual display had 
been taken into consideration. 

To bring these students in direct contact with active 
contemporary designers, a number of symposiums 
were conducted during the year by Paul Ressinger, 
package designer, Fred Boulton, art director of J. 
Walter Thompson Company, and others. This 
industrial design course will be presented at the eight 
weeks summer school which enrolls July 2, as well as 
during the regular fall and winter term beginning 
September 4. 


Edward D. Murphy, who has held the position of 
general sales manager of the Metal Package Corpora- 
tion for the past fourteen years, has been elected vice- 
president of that company. This was announced by 
R. L. Whittle, treasurer of the Metal Package Corpora- 
tion, following a meeting of the Board of Directors on 
June 26. 


The Stanley Manufacturing Company of Dayton, 
Ohio, announces the appointment of Frank J. Smith 
as New York district manager, with offices at 200 
Fifth Ave., Room 913, New York. 











A5 Packages per minute from this Semi- 
Automatic Filler & Carton Sealer 


foe 


over C—the 
SES Three- 
fold-Seal, 
an exclusive 
SES feature. 
Bags can also 
be inserted : “| 
without ben a? 

glued. 7 we A the Chicago Plant of the Perkins 


Products Company, three S & S Uni- 
versal Fillers and one S & S Neverstop Carton 








Sealer produce a continuous stream of tightly 


Woe CREAM 


sealed, non-sifting, bag-lined packages. 


The cartons are hand fed to the Carton Sealer, 
which seals the bottom flaps and carries them to 
the Universal Fillers. Here an attendant places a 
bag in the carton, fills it and places the package 
on the conveyor leading to the Sealer. The open 
top of the bag is then automatically sealed in with 
the flaps of the carton and the packages are con- 
veyed under pressure to the shipping table. 


Similar semi-automatic or fully automatic Stokes & 





Smith equipment, with automatic carton feed, bag 
inserting and automatic filling for the production 
of sixty packages per minute, can probably be 
suited to your particular needs. An S & S Engineer is 
at your disposal for the asking. W rite for information. 


STOK E(SS)MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Ph'ladelphia, U. S. A. 
British Office: 23, Goswell Road, London, E. C. 1 








The U. S. Bottlers Machinery Company has bought 
out the Polar Engineering Company, and will here- 
after manufacture and market under exclusive license 
the famous Polar Stills. B. L. Munson of the Polar 
Engineering Company has joined the staff of the U. S. 
Bottlers Machinery Company. 


The prize of $100 for the best design, offered by the 
Koh-I-Noor Pencil Company in its box design contest, 
was awarded to Edmond J. Ryan, architect, of Cha- 
teaugay, N. Y. The winner of the prize for the sec- 
ond design chosen—for the same amount—was Louis 
Edwards, 4047 Ida St., Detroit, Mich. Two hundred 
and forty-six people entered designs, some sending 
several, so that there were 430 designs entered. 





o¢ HE Cleaning of Glass Containers’ is the 

“ title of a brochure recently issued by The 
Karl Kiefer Machine Company. Besides illustrating 
and describing the various types of equipment made 
by the company for this work, there is included in the 
twelve pages comprising the booklet other valuable 
information with respect to methods and operative 
procedure. 


o\ EEING IS BELIEVING’ is the title of a folder 

—, recently published by Continental Can Com- 
pany, Inc., to introduce this company’s new glass-end 
can development. After exhaustive experiment in 
cooperation with the Corning Glass Works, Conti- 
nental has developed a thoroughly practical glass-end 
can for display, employing non-breakable, heat re- 
sisting Pyrex glass assembled in a packer’s can. 

Actual tests conducted in retail stores prove that 
this window-top container does a real selling job. 
Observation in both chain stores and department 
stores showed an average sales increase of over 300 
per cent above normal. 
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R. H. Bursch has been appointed vice-president of 
Robert Gair Company, Inc., and has assumed com- 
plete charge of production and sales in all operating 
divisions of the company in the United States, includ- 
ing subsidiaries engaged in the manufacture of box- 
boards, folding cartons and shipping containers. 
Most recently Mr. Bursch has been executive vice- 
president and general manager of the container di- 
visions, to which posts he will now be succeeded by 
Lorin B. Miller. 

Another recent appointment in the Gair company 
is that of A. B. Manogue as general board mill superin- 
tendent, under Mr. Bursch. Mr. Manogue, for a 
period of years, has been manager of the company’s 
Haverhill, Mass., mill. 


Examples of outstanding packages produced 
abroad constituted an exhibition of foreign 
packaging recently shown by the Robert Gair 
Company, Inc. The packages were used to 
illustrate a talk, ‘“Comparison of the Foreign 
and Domestic Scene in Package Design’’, given 
by Miss Lane Marohn, director of Gair Cre- 
ative Division, before a group of packaging 
authorities, designers and users. Through the 
courtesy of the above company this collection 
is now being shown at the Permanent Packag- 

ing Exhibit, 425 Fourth Ave., New York 


—!N the May, 1934, issue (page 81) was shown an 

actual sample of the metal foil label used on the 
Simon Pure Coffee package by the product manufac- 
turer, Simon Brothers Company, Inc. <A reproduction 
of the complete package was also shown. 

The Stanley Manufacturing Company, maker of the 
foil labels has developed an interesting mailing piece 
which consists of a folder, die cut in the shape of the 
Simon Pure package and on which is tipped one of the 
actual labels. This is being sent out with a sales letter 
and includes also a number of foil labels which the 
company has made for other food packers. 


_ I CORRECTION of an unintentional misstate- 

ment in the May issue, in the article, “What 
Manhattan Stores Show,’ it should be stated that 
Bloomingdale's ‘‘Marchioness’’ and ‘‘Marie Moliere’’ 
lines of cosmetics are designed to meet the medium- 
priced and the high-priced competitions, respectively. 
Each brand is carried regularly, and they do not com- 
pete with each other.—Editor. 

















“CURE-ALL’ 
for packaging tls. 


The medicine man once oftered his single remedy 
for all the ills of the countryside — and many were 
the brief but marvelous cures left in his path. The 
lure of his sales talk grew dim, however, before the 
growing recognition of the modern physician who 
carefully diagnosed his patients’ troubles, offering 
the correct individual remedy for each case. 

It is the desire of the Riegel Mills to serve in the 
packaging field like the modern physician, selecting 
from over 130 packaging papers the exact item to 
best meet each individual situation. 

You will find Riegel Papers as liners and wrappers 
on many leading packages, promoting protection 
and sales appeal without ignoring economy or pro- 
duction efficiency. A complete portfolio of pack- 
aging samples and data is available. Write for it today. 


RIEGEL PAPER CORPORATION 
342 Madison Avenue New York 


Riegel Fepers | 
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Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


FOR EFFICIENT HAND FILLING 


MONG the advantages claimed for the Berg- 
man hand filling machine, suitable for mustard, 
pumpkin, apple sauce, apple butter, mayonnaise, 
spreads, preserves, face creams and similar products, 
are the following: 
Its operation is simple. The drum is oscillated by 
means of the hand crank in opposite directions, a half 
turn at a time. Each half turn is a complete filling 


operation. The containers are held in contact with the 





Bergman hend filling machine, assembled 


discharge or filling nozzle at the same time that the 
drum is rotated and are removed as soon as filled, which 
is immediately after the drum reaches the end of a half 
revolution of travel. The machine can be completely 
disassembled in a moment without the use of tools. 

Construction consists of a rigidly designed, hand 
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MACHINERY—SUPPLIES 





operated, plunger type of filling machine (patented). 
No complicated parts to break or get out of order. 
The hopper is of single wall construction, made of 18 





Bergman filler with cover, drum, plunger and handle removed to show 
easy accessibility of parts 


per cent chromium, 8 per cent nickel, stainless steel. 
Body and valve parts are made of nickel bronze alloy, 
accurately machined and polished. Nozzles are made 
of bronze, silver plated. All exposed parts are highly 
polished which makes it easy to keep the machine in a 
clean and sanitary condition. 

The amount measured and discharged is controlled 
by the length of the plunger valve which is mounted in 
the chamber in the revolving drum. The inlet and 
outlet ports to the measuring chamber are of ample 
size to prevent separating or compression of product. 

Production is up to 600 to 1200 containers per hour. 
Containers ranging in size from two ounces to thirty- 
two ounces can be filled by providing proper nozzles 
and plungers. Different products or different contain- 
ers may require different nozzles. 

An individual plunger is required for each size con- 
tainer filled. When the finishes on all containers filled 
are the same, the same nozzle can be used for all con- 
tainers. Otherwise, individual nozzles are required. 

The Bergman hand filling machine is manufactured 
and sold by the Horix Manufacturing Company, Char- 
teries Ave., Corliss Station, Pittsburgh, Pa. 


NEW TYPE CIGARETTE PACKAGE 


—(NcoRPORATING a number of interesting 

features is a new type of cigarette package, the 
details of which may be seen in the accompanying 
sketch. The advantages claimed for this are as follows 
































Aire! Mysterious enchantment that distinguishes one personality from 
another is just as important if a lithographed metal package .. . especially if 
your product is in it. Let Heekin metal lithographers ... artists with colors... 
give your package that mystic touch of allurement... anew design or a new 
touch of sparkling colors that will remove it from the wall flowers and shelf 
warmers of the past-and put it far, far ahead of competition for the dollar. 
Heekin Lithographed Cans are famous for their true, lasting colors. Yet, they 
cost-no more than ordinary cans. Let us prove it. THE HEEKIN CAN COM. 
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|. Easier to open and, when opened, leaves a circular 
opening at one end giving ready access to a few 
cigarettes at a time, while protecting the re- 
mainder until used. 


~ 


2. When opened, the revenue stamp is definitely 
torn and cancelled, as required by law. 

4. The necessity for a tinfoil wrapper is obviated, 
on the assumption that paper and transparent 
wrapping offer sufficient rigidity and moisture 
protection. (Although the drawings and model 
suggest an outside wrapper of paper and an inner 
wrapper of transparent cellulose, the package is 
not limited to this combination. The usual foil, 
paper and transparent cellulose combination may 
be substituted.) 

4. The container presents a clean, neat appearance 

both before and after opening, with less waste 

paper for the smoker to throw away. 


While it may appear that this type of package pre- 
sents difficulties, and probably additional expense from 
the standpoint of production, its development was 
based entirely on a sales point of view. It offers new 
convenience to the smoker of the cigarettes and a 
powerful sales and advertising point to an industry 
which is spending millions of dollars to advertise 
“tricky’’ but rather anemic reasons for buying par- 
ticular brands of cigarettes. 

The container has been referred to as a cigarette 


FOR SIMPLIFIED SAMPLE MAILING 


-) FFERING an economic and effective method of 
sampling in the instance of packaged products, 
Bilt-In Mailers are credited with the following advan- 
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package, but it is not limited to that function. It can 
be applied to other products which are used a little at 
a time, such as for tea. It might, with a slight varia- 
tion, serve as a container for cough drops. The basic 
flap patent (now pending) should adequately protect 
any of these variations. 

Inquiries concerning this new type of patented pack- 
age may be addressed to H. H. Brenemann, Room 
321, 1600 Arch St., Philadelphia, Pa. 


tages: They may be sized, styled and produced to a 
manufacturer's sampling needs (11 types with several 
variations are offered); they have received Post Office 
approval to carry liquids or solids; can be printed in 
letterpress, lithography, offset or full color; may be 
sealed with gummed address 
labels or a patent snap lock; 
delivered flat and thus save 
storage space, offer easy and 
fast methods of assembly, and 
enable delivery of complete 
sales message with sample. 

The mailer is printed on one 
side and scored. The scores 
at one end quickly fold up to 
form a self-sustaining inner 
package (as shown in the illus- 
tration). Then the inner 
package folds in, tucks in and 
wraps in to form the mailing 
container. The mailer arrives 
at its destination clean and in- 
viting. The sample message 
is in open display; the inner 
package is detachable along a 
perforation. 

Recently the Illinois Carton 
& Label Company has taken 
over the manufacture and sales 
of Bilt-In Mailers. 
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... the latest is bottled Milk 





in colorful transparent hoods 


A new addition to the many fields in which we have pioneered 


HE many striking improvements in pack- 
y g ln} I 
aging owe their development, in large 

measure, to the perfection of modern wrap- 

ping machines. Our work with Cellophane is 
an example. 

When Cellophane was introduced, it had 
to be wrapped by hand—no machine could 
handle it. The first Cellophane wrapping 
machines were designed by us for general 
carton wrapping. Then we went further, 
developing special machines for particular 

ping s} I 
products— machines for wrapping cigars in 

Cellophane . . . machines to make a special 

tight-seal wrap for cigarettes (the humidor 

machines that make easy-opening 


pack)... 


tabs on chewing gum packages . . . electric- 
eye machines that register printed Cellophane 
on a package, ete. 

The most recent achievement—a machine 
to hood milk bottles in Cellophane — enables 
dairies to give the public an attractive sanitary 
seal that has many new advantages, and yet 
costs less than any other hood giving such 
effective sanitary protection. 

Our work with Cellophane is but one phase 
of our efforts to provide machines for the 
economical production of sales-winning pack- 
ages. We are always glad to assist manufac- 
turers in solving their special problems. Get 


in touch with our nearest office. 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 


NEW YORK CHICAGO 


E MACH 


Over 200 Million Packages per day are wrapped on our Machines 


CLEVELAND 


Peterborough, England: Baker Perkins, Ltd. 


LOS ANGELES 
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FOIL LIMITS MOISTURE LOSSES 
OF DRIED FRUITS 


HAT modernized packages can do a great deal 
« more than simply dress up a product is evident 
from laboratory tests recently completed by the Rey- 
nolds Metals Company for the California Prune and 
Apricot Growers’ Association. Answering the fre- 
quently expressed criticism that modern packaging 
simply adds to the cost of a product without adding 
anything to the product’s intrinsic value, the tests 
showed definitely that, with only a slight increase in 
the cost to the consumer, it was possible to give him 
a much better product. 

The item in question was prunes. Like many other 
food products once sold exclusively in bulk, prunes 
for several years have been packed in convenient, 
pantry-size boxes. However, the packaging has been 
of such a type that the prunes as received by the con- 
sumer have been little different from those he once 
purchased in bulk. 

The tests showed the reason for this. Although the 
prunes were tightly packed in cardboard cartons they 
steadily lost their moisture. Since the moisture was 
largely the flavor juices, the prunes became drier, less 
palatable. Actually, the tests showed a moisture loss 
of 6.65 per cent in five days at 100 degrees Fahrenheit 
with a relative humidity of 0.5 per cent. 

To overcome this, the Reynolds Metals Company 
working with the California Prune & Apricot Growers’ 
Association developed a new package for the California 
Prune and Apricot Growers’ Association. This pack- 
age is the same size as the previous one, but instead of 
having only a paper covering over the box, an alumi- 
num foil, with paper outside for printing purposes, is 
employed. 

With this package, the prunes showed a moisture 
loss of only 0.37 per cent, as compared with the 6.65 
per cent loss through the paper. The prunes, retain- 
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Included in the international advertising 
exhibition recently held in London, under 
the sponsorship of ‘Advertising Display’’ 
he leading advertising publication of Great 
Britain, were several packages of foreign 
origin, a few of which are shown in this 
illustration 


ing the delicate flavor juices, taste far better, and can 
be cooked immediately without soaking, as is necessary 
with those packed in the old-type box. 


IN DEFENSE OF PACKAGE CLINICS 


THE EDITOR, 
Sir: 

In a recent issue of MODERN PACKAGING, an article 
suggested that at the packaging clinic meetings less 
time be spent on package appearance and some time 
be given to study of preservation and safe transporta- 
tion of products. 

Personally, I think the article misses the original 
purpose of these meetings, which was to create ‘“‘more 
sales through the package that the public sees the prod- 
uct in.’’ In other words, it is the frame of the picture, 
the silent salesman of the product which the designers 
are trying to demonstrate as having a real big value in 
promoting a sale. And from reports of those who have 
taken advantage of “‘package appearance,” this princi- 
ple has proved very profitable. 

As far as keeping a product for its safe transportation 
is concerned, I would say it is material for research and 
packing departments—subjects of sufficient importance 
in themselves to warrant special meetings for those who 
are interested in protecting perishable goods—but for 
the great majority who attend these meetings, their 
principal interest is in furthering sales through con- 
tainer appearance. With manufacturers of leather 
goods, toilet articles, knit goods, jams, jellies, hosiery, 
neckwear, handkerchiefs, underwear, jewelry, station- 
ery, perfumery and a host of other products, it seems 
their chief interest and purpose of attendance was 
occasioned by the possibility of making their containers 
of greater sales value, than on subjects that would be 
of remote or of no value in their objective, ‘“‘Sales.”’ 
























ONLY 29 MORE 


DAYS TO XMAS 


- in the a wen 
] 


ut tugust 


“What's new and why in gift and 
holiday packages” is perhaps the 
best description of the many 
articles that will appear in the 
August issue. Each will offer 
helpful suggestion and construc- 
tive aid to the product manu- 
facturer who plans for sales, via 
his package .... A different 
editorial treatment for informative 
facts relating to packaging ma- 
chinery _ installations—summaries 
of production data that enable 
quick and easy comprehension 
.... And the announcement, 
with full particulars and conditions, 
of the 1934 All-America Pack- 
age Competition. 


The Christmas sales season is almost upon us. Packagers 
will make decisions in August which will determine the use 
of your product on their packages in December. Fancy 
paper specifications, box and carton designs, bottle, jar and 
closure orders—all these must be decided upon within the 
next six or eight weeks and millions of dollars in extra sales 
await those manufacturers who place the proper items before 
the proper people at the proper moment. 


Year after year the August issue of Modern Packaging has 
served as the ideal medium for reaching the packager for 
the Christmas trade. Year after year more and more pack- 
age and material suppliers have profitably used this medium 
to garner their share of this profitable business. Reserva- 
tions already made indicate that this year Modern Packaging 
will bring forth its largest August issue of all time. 
Editorially this will be the strongest August issue we have 
ever been privileged to present, replete with definite infor- 
mation on Christmas and holiday trends and styles. 


There is still time to reserve space for this issue of Modern 
Packaging. There is still time to make certain that your 
product will be presented to every single individual with the 
power to specify and the means to purchase it. Wire or 
write your reservation before forms close for this, the key 
to holiday trade. 


MODERN PACKAGING 


Breskin & Charlton Publishing Corp. 


425 4th Avenue, New York 


JULY, 1934 

















Initial sales and, more often than realized, repeat 
sales depend on container technique to a large degree. 
Container display value decreases sales expense, is an 
asset to the product and a help in the hard pace set 
by competition for counter position. 

Every one’s problem is sales, sales is every one’s ob- 
jective. It doesn’t seem that time should be taken 
out of the meetings which are of so much interest to 
the thousands that are anxious to take advantage of 
‘container appearance”’ to improve sales. 

True, the public wants its perishable products, when 
bought, in usable condition and correctly packed for 
safe transportation, but I look upon these packaging 
clinic get-togethers more as a means of promoting 
sales through container persuasion, and consider that 
this interests, by far, the greater number of diversified 
lines. Personally, it is my thought that these meetings 
in the interest of more sales through container appear- 
ance should continue on full time with these simple 
facts in mind: 

The ordinary in anything does not arouse interest. 

The little better than ordinary creates the desire to 
inspect—to own. 

The container is the silent salesman—its appearance 
may or may not have a selling value. 

We forget printed or oral media, but seldom ‘‘appear- 
ance’’ media. 

Why not auxiliary meetings for those interested in 
protection and packing? 

Nashua, N.H. EpGarA. CLarK, Advertising Manager 
June 15, 1934 Nashua Gummed & Coated Paper 
Company 


LET ‘EM EAT CAKE—IN 
NEW CONTAINERS 


(Continued from page 47) $1.38 per barrel on flour 
means an additional $1380 to the baker who buys in 
1000-bbl. lots. Obviously, this new cost, plus higher 
labor costs, plus rises in other angles of the baking 
trade, make it imperative for the baker to find means to 
increase the price of his product. In the cake business, 
this has not always been an easy undertaking. There 
was a time when commercial cake was advertised with 
the luxury appeal; later, leaders in the industry in some 
parts of the country tried to gain wider distribution by 
terming cake an essential part of a meal—a necessity for 
a dietetic balance. During the depression, however, 
cake came again to be regarded as a luxury on the part 
of the public and it required more than a cake baker's 
selling talk to change that opinion. 

When that situation developed, Mr. Pereira began 
baking fewer large cakes and concentrating on smaller 
units to retail at popular prices. These cakes contained 
the same wholesome ingredients that made the larger 
Betty Lou cakes so popular that, before the depression, 
they were sold in Europe, Africa and even in the Orient. 
A lively demand was created for the new small cakes in 
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Latin America. These, of course, were fruit cakes 
which may be packed and stored indefinitely. 

The smaller cakes of all colors and flavors were packed 
in small fancy paperboard boxes, wrapped in trans- 
parent cellulose. It was this small, lithographed pack- 
age to which Mr. Pereira attributed the fact that his 
bakery survived the savage days of the depression. 

Mr. Pereira has once more resumed baking cakes in 
pound and larger units. The accompanying illustra- 
tions show a dozen types of packages in which Betty 
Lou products are offered to the public. With one or 
two exceptions, each of these packages have supplanted 
packages of other types. Mr. Pereira has no terrors of 
changing package types. In fact, he asserts that if he 
did not change them at intervals, experience shows his 
sales would decline. 

“It’s not so much a battle of bakers’ products these 
days, as it is a battle of packages for supremacy in the 
distribution of cakes,’’ Mr. Pereira pointed out recently. 
“T used to believe that the public, once familiarized 
with a certain package, would not recognize a favored 
brand in another container. But I noticed that when- 
ever our advertising matter created a demand for our 
products, the public asked for them and accepted them, 
regardless of the type of package used. 

“There is, however, a percentage of the public which 
buys by eye appeal almost entirely. Our advertising 
may have brought them into a grocery store where our 
goods are sold, but some baker, with virtually the same 
cake, may have a package which appeals more strongly 
to the ‘ “visual shopper.’ While this is a negative reac- 
tion to our advertising, it has been a lesson to us. It 
teaches us when to change our package. Our depend- 
able customers will buy Betty Lou products regardless 
of their packaging, but the ‘visual shopper’ constitutes 
such a large proportion of the public that we must 
cater to her also. Hence, we have often experimented 
with packages, later to discard them in favor of some 
new shape or design.” 

In the accompanying illustrations, No. | depicts a 
one-pound fruit cake. This cake is packed in a rounded 
metal box. On the cover is a lithographed scene of his- 
torical importance—Jackson Square, New Orleans. On 
the inside of the cover is a printed description of Jack- 
son Square and a brief description of the ‘‘largest real 
estate transaction in the world’—the Louisiana Pur- 
chase. This container has a souvenir appeal, and is 
widely distributed through the United States, and it is 
likely that this cake will once again be sold in foreign 
lands. No. i and No. 9 are identical, except No. 9 is a 
five-pound fruit cake. 

Several months ago Betty Lou Bakeries entered the 
mayonnaise trade. No. 2 shows a quart jar which will 
be discarded in the near future in favor of the water 
tumbler type container, shown as No. 6. The latter 
container has stepped up sales an additional thousand 
cases a month. There are 24 tumblers to the case. 
Customers buy these tumblers, not only to get the con- 
tents but to get a dozen fine water glasses. 

(Continued on page 72) 












































SALES RISE UP TO 100 PER CENT 
WHEN OLD-TIME PACKERS 
RESTYLE ENTIRE LINE 


N 1836 F. A. Ferris had an ex- 
port label design. Since 
that time this single label has 
developed through a process 

of gradual evolution into a whole series 
of package designs, each characterized 
by the Ferris trade mark, a seal super- 
imposed upon blue checker bands, de- 
rived originally 1rom the woven color 
strips of the burlap used in former 
years to wrap ham. 

Since the early nineteen hundred’s, 
the Ferris line has appeared in the 
packages shown at the right—good, 
sturdy and, for their day, well designed 
packages. But times have changed 
and change has reached even into the 
butcher store. Today Ferris hams and 
bacon appear in new, cleaner, simpli- 
fied wraps and cartons, as shown at the 
left. The shield trade mark has been 

brought forward and emphasized. Extraneous detail has been eliminated and 
the color of the stock itself has been given an opportunity to play a major part 
in creating an attractive impression. 

What has been the result? F. A. Ferris & Company, which is now a di- 
vision of Stahl-Meyer, Inc., report sales increases of 20, 30, 50, even 100 per 
cent in a few short months. 

The new line of packages, in blue with a simpler and more modern treat- 
ment, was designed by G. A. Schmidt, Jr. The cartons were made by the 
Standard Folding Carton Company. The parchment wrappers were made 
and printed by the Kalamazoo Vegetable Parchment Company. 
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bottom of your containers, at 
treadle control the work—and the lowest cost yet achieved. 
average operators staple 200 @ Foolproof. Forms its own 
to 300 bottoms per hour with- staples. Requires no skilled 
out fatigue. @ This new, mechanical attention. @ Mail 
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gives you extra strength in the tins. 
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IDEAL 


BOTTOM STITCAER 


Ideal Stitcher & Mfg. Co. 
100 Fourth Street, Racine, Wis. 


Send free Bulletin No. M-7 telling about Ideal Stitchers. 
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LET ‘EM EAT CAKE 


(Continued from page 70) 


No. 3 shows a cake packed in a maroon tin. It retails 
for a quarter; when it was packed in a plain paper- 
board box, it sold for 20 cents. No.4 is a sample of one 
of this bakery’s important business stimulators. It is 
a week-end special, and formerly was displayed in a 
transparent cellulose wrapper. As such, this cake was 
sold at wholesale for 24 cents; but packed on a glass 
dinner plate, costing eight cents, the cake now whole- 
sales at 40 cents. 

No. 5 shows a new hexagonal box. The cake was 
formerly displayed in another type of box. The pres- 
ent box costs the baker 6!'/. cents but because of its 
compelling eye appeal the bakery has been able to step 
the price up from 40 cents to 60 cents—and the volume 
of sales has increased tremendously. 

No. 7 shows a cake which in ordinary wrapping for- 
merly sold for 50 cents and now brings SO cents when 
packed on an 18-in. plate with transparent wrapper. 
The same luxury appeal is present in this cake’s ap- 
pearance that characterizes this baker’s general move 
to increase distribution. No. 8 is a new type package, 
offering a full view of the cake, showing the fruit inside 
the cake, permitting customers to see that the cake con- 
tains fruit all through and not merely asdecoration ontop. 
It had not been possible to accomplish this purpose in 
the opaque box that was discarded in favor of this one. 

No. 10 and No. 11 are small cakes, made to order for 
a chain store, to sell at 10 and 20 cents, respectively. 
They are transparent wrapped, tied with ribbons, with 
an attractive label and decorated on top with cherries 
and pecans, visible through the package. 

The twelfth package shown is a small fruit cake in- 
serted in a glass bowl which cost the baker eight cents. 
This cake’s price was stepped up from 30 cents to 50 
cents after having been transferred from a plain paper- 
board box into a luxury package. 

Mr. Pereira has been consistent in his wide open 
policy with regard to new containers. He is convinced 
that color, surface appeal and design of package are im- 
portant factors in modern cake distribution. Before 
the public was made conscious of package appeal, cake 
could be sold in a paper bag. Lithographed labels, 
ribbons, novelty designs in boxes and containers of other 
types are so important now in sustaining a satisfactory 
sales level that Mr. Pereira asserts he is always glad to 
hear of new ideas in packaging. 

The dual-purpose package in the form of ‘‘permanent 
packaging”’ plays as important a part in the distribu- 
tion of cakes as does the permanent two-purpose con- 
tainer in building up business for candy and toilet 
articles. Having discarded much of the campaign to 
make cake a necessity, Mr. Pereira believes the swing is 
now in the opposite direction, so far as cakes in the 
larger units are concerned. The larger cakes are 
frankly offered as a luxury and every effort is being 
made by this baker to provide containers for his cakes 
to carry out this idea. 
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Johnson & Johnson are packaging their de luxe Couettes in a new 
convenient blue and gray carton, containing 120 squares of 
cotton pads. H. McGuines is the designer of the new package 
i BOOKLET on the use of plastics in packaging 
, work—for caps, jars, boxes, displays, trays, 
etc.—has been recently issued by General Plastics, 
Inc., North Tonawanda, N. Y. You will like the 
easily read, chatty style of the text that tells you what 
you want to know about the use of Durez, and the 
illustrations shown are right up to the high standard 
which characterizes all of the company’s publications. 


IMPROVED PLANT EFFICIENCY 


(Continued from page 43) ability to meet those speci- 
fications but were finally successful in doing so. These 
are suggestive of what may be required in the adoption 
of new standards in packages. 

However the success of the revamping of the package 
and the layout for producing them is shown by the fact 
that with the old arrangement 2500 gross were turned in 
an 80-hour week (two 40-hour shifts) and now the same 
quantity is produced in one 40-hour week. 

At the time that the new layout was made for the pur- 
pose of producing the newly styled packages it was felt 
that the interior of the plant should be made attractive 
and fresh in a corresponding manner. In the first place 
painting was needed and it was thought that by doing 
so the plant would be given individuality and that it 
would have a good effect on the employees. Before the 
colors and composition of the paint were decided upon 
there was a good deal of discussion and consultation 
with paint chemists. The final decision was that the 
walls and pillars should be painted a buff color and the 
ceilings white, both with a cold water paint. For a dis- 
tance of 4'/. ft. above the floor the walls and pillars are 
dark green with a 6-in. band of light green, with oil 
paint. At the pillars where the fire buckets are located 
there is an additional 2-in. band of red paint. All the 
machines are painted a robin’s egg blue. This gives 
the entire department an agreeable light and is consis- 
tent with the attractive packages produced. Every 
effort is made to keep the place extremely clean. To 
help this, each machine line crew is given 15 minutes at 
the end of each half-day to clean up and they are trained 
to make as little muss as possible as they go along. 
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SAVE! 


with Lusteroid 


decorated Containers 


Lightweight LUSTEROID CONTAINERS elimi- 
nate excess shipping costs. Unbreakable LUS- 
TEROID CONTAINERS eliminate excess returns 
and over-expensive protective packing. Colorfully 
decorated LUSTEROID CONTAINERS elimi- 


nate the need for expensive labels and labeling. 
Save on all these factors and, at the same time, 
give your product a brilliant, colorful, attention- 
compelling package of a type proven successful 
by many manufacturers. Write us for samples of 


LUSTEROID CONTAINERS and tubes. 


LUSTEROID 


CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of The Sillcocks-Miller Company 


10 PARKER AVENUE, WEST 
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|___ Swift as the flight of astartied —_=____—— | MANUFACTURERS’ COMMENTS REVEAL 








doe, 





Straight as an arrow sprung 
from the bow, 
Shaming the wolf with his 
tireless skill 


Dauntless through forest, 
o’er plain and hill, 
Steady and straight to his 
course he clings 
Thus the Red Runner his 
message brings. 


AD SAYS: kK nowledge of trails 
and endurance were the qualities 
that made the Indian Runner a 
safe, sure and swift carrier. The 
quality of the products, the ser- 
vice to the users, and the integ- 
rity of the manufacturer are the 
qualities that make Star Adhe- 
sives safe, sure and dependable. 


































Of particular interest to the 
paper trade is our continuous 
design rubber roller. It is no 
longer necessary to send to 
Germany for this type of 
roller, which means a con- 
siderable saving of time. 





Send for our desk Calendar 
and circular “A Prophet 
talks Profits.” 


SNS CUy 











| BINGHAM BROTHERS COMPANY 


(Founded 1849) 


All kinds of Rollers and Adhesives 


Plants: 
NEW YORK . . . 406 Pearl Street 
| ROCHESTER 980 Hudson Avenue 
NI AY ; PHILADELPHIA 
\\ BS BALTIMORE 


. 521 Cherry Street 


131 Colvin Street 
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WIDELY VARYING POINTS OF VIEW 


(Continued from page 30) 
| “This is an old-fashioned management, for we stil! 
| believe that the machinery does not buy our product 
| and therefore we must employ human beings, so that 
| we can sell back to them. Who should buy all this 
_junk that our modern machinery is producing if 
nobody is working?” 
“Which way do we move? You tell us.” 
“We are concentrating our buying on two sizes 
| instead of four.” 
| “Our costs would be higher had we not recently 
installed additional machinery and more efficient 
| conveyor equipment.” 
“In our opinion manufacturers have taken unfair 
advantage of NRA to boost costs through trade 
As far as we are concerned, it is resulting 
in substitutions being made and thus further restricting 
| the use of their products.” 
| ‘‘We have deliberately increased our packaging 
| costs for 1934.” 
“We hope to do a larger volume on fewer items."’ 
“We are installing automatic equipment.”’ 
“Lord only knows.” 
| “Rapid increase in the cost of one type of container 
forces us to the use of another type.”’ 
“We are planning the purchase of $125,000.00 worth 
of new machinery.” 


associations. 


| | ) HAT is believed to be the most complete com- 
| ~ mercial cartograf ever produced in this country 
| is now being distributed by the Union Bag and Paper 
| Corporation to its jobbers and specialty bag outlets 
| throughout the country. The cartograf, measuring 

21'/4 X 31%/, in., is lithographed in five colors and two 
| Ben Day screens. 

The map, according to W. C. Mansfield, sales pro- 
motion manager of Union Bag and Paper Corporation, 
is the company’s response to frequent requests made 
during the past few years by jobbers and friends of the 

| company for photographs of its mill and factory opera- 
| tions, to be placed in offices and display rooms. In an 
| effort to produce something inherently more interesting 
and instructive than the conventional factory photo- 

_ graph, the company determined on the cartograf. 
The cartograf carefully delineates the entire United 
, States. Locations of plants and factories are shown 
and, through the use of symbols, resident salesmen, 
agents and warehouses are located. In addition, the 
| Various services of the company are depicted, including 
_ the company’s research service, its system of sales 
instruction to jobber salesmen, including motion picture 
| instruction, as well as some of the chief outlets for bags, 
| such as the grocery trade, the baking, fuel, chemical 
and carbon black industries, the transparent cellulose 
| display bag, bags for retail stores, confectionery bags, 
fancy flour sacks, the Union ‘‘Ad-Cap,” the shopping 
| bag, the coffee bag and coffee shipping container, etc. 
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WHAT WAS CHOSEN AND WHY 


(Continued from page 40) cated that the moisture- 
proof materials of this type were more moisture-vapor 
proof, therefore more protective than any others ob- 
tainable and that the rupturing strength was far 
greater. This sheet was also greaseproof but not 
entirely water-proof. It was found when moisture was 
in direct contact with it that the moisture-proof coating 
became softened and separated from the base material. 
This feature was objectionable but the other charac- 
teristics were so much better than in the other existing 
materials that it was finally adopted and used quite 
satisfactorily. Improvements were made from time 
to time in the transparent cellulose materials and finally 
the moisture-proof coating was applied so that moisture 
would not affect it. A new homogeneous acetate sheet 
was also produced which provided the necessary pro- 
tection from the three elements specified. This com- 
bination of a cold waxed carton and moisture-proof 
liner provided a package that was almost ideal. 

It was felt, however, that one more step should be 
taken to make the package perfect. Therefore an 
outside heat-sealed wax paper wrapper was incor- 
porated. This paper was translucent enough so that 
the attractiveness of the package and the reading 
matter was not obscured. It was also the cause of 
considerable research work as the completed package 
was subjected to adverse conditions during the final 
processing, and it was found that the regular waxed 
wrapping paper would not stay sealed under these 
conditions. A new paper was finally produced which 
was similar in appearance to the regular grades of wax 
wrapping papers yet which was entirely satisfactory 
under all conditions. The wax on this new paper had 
had ingredients added to it so that it remained sealed 
at all temperatures and also provided a low moisture- 
vapor transmission rate. The final complete com- 
bination has been used for approximately two years 
and has proven to be entirely satisfactory. 

Peculiar and objectionable odors in the various 
packaging materials were the cause of much experi- 
mental work and many of the standard materials 
would have been acceptable except for this feature. 

The design and color problem was no different than 
for the average package. Several trade marks had 
been copyrighted and the choice of the most appro- 
priate one was rather difficult. Many sketches were 
submitted before the final design was accepted and 
this was changed several times to further improve it. 
The printed matter is a problem which never seems to 
be entirely settled, and although much thought is put 
into it there is usually the necessity to change as new 
ideas are conceived. 

No engineer is entirely satisfied with his creations, 
and this was no exception to the rule. Although I 
have previously stated that the complete package was 
satisfactory, there were features incorporated therein 
that were desirable to eliminate if possible. The use 
of liners is expensive, the application to the carton is 











—-MEANS FASTER... 
SMOOTHER STITCHING 
Plus Economy=— 


@ Anything that will do a better job and save you 
money at the same time—would be something 
you wouldn’t want to lose. That's how users of 
Acme Silverstitch feel. 
Actually, Silverstitch does a better job and saves 
money too. 
How? Why ? 
Silverstitch does a better job because the galvanized 
finish is so rust-resisting that cartons stay free from 
rust blemishes. Protection liners can be eliminated and 
inside cartons stay clean. Cartons look better too. 
Silverstitch saves money because it comes in full 
weight, one-piece coils of 5 or 10 pounds. Fewer 
stops to replace wire. 
And, the way Silverstitch is made produces a wire 
that is minutely accurate—in width, thickness and 
temper. That means faster, smoother stitching, more 
cartons per day. 
Remember Silverstitch next time—you'll always want 
it. SIZES: 103” width—.014”, .017”, 020”, .093”, 
and in the .060” width—.024”, .0205”. 


ACME STEEL COMPANYS 


| 


GENERAL OFFICES: 97843 ARCHER AVENUE, CHICAGO, ILL. 
Branches and Sales Offices in all Principal Cities 
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(IF YOU WRAP IN | 
CELLOPHANE 
| CAN SAVE YOU 
TIME snp MONEY! 




















Loner production and lower cost is the 
- record of the Miller Semi-Automatic 
Wrapping Machine wherever it has been intro- 
duced. In repeated cases the machine has paid 
for itself within a period of afew months. Simple 
in operation, it may be quickly adjusted to a 
wide range of sizes. It operates at a speed up to 
600 or more packages per hour with one opera- 
tor, or 1000 or more with two operators. Send 
us a sample of your package and we will return 
it wrapped and sealed by the Miller. Write for 
a circular. 


MILLER WRAPPING & 
SEALING MACHINE CO. 


14 South Clinton Street, Chicago 
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troublesome and the troubles that exist in handling 


are objectionable. A great deal of thought was given 
to the development of a new type of carton and after 
many experiments, a different idea in a folding carton 
was designed which eliminated the liner and provided 
a carton that had tight corners. However, to use this 
type of carton for these products, it was necessary to 
develop a new board that would provide the required 
protection as those in existence would not do so. 
Previous to this development, some work had been 
done on new coating materials. This new carton 
provided the necessary incentive for further concen- 
trated effort and many samples of coated boards were 
tested. The bulk of these coatings were of the nitro- 
cellulose and cellulose acetate variety but special 
waxes, varnishes and rubber coatings were submitted 
and tested. The most promising coating was the 
nitro-cellulose type applied to a sheet of glassine paper 
and this treated paper combined with the board. A 
board of this type had a moisture-vapor transmission 
rate of slightly less than the best transparent cellulose 
material and was also water and greaseproof. 

Coatings of this type although useful are expensive, 
and a package of the above-mentioned construction 
using this variety of coated board would show no 
appreciable saving in the original cost although there 
would be less work involved in using it. For many 
products, especially dry ones, a carton of this type 
might be used advantageously at a nominal cost if 
made of a waxed or otherwise treated board. This is 
especially true in comparison with a two-piece carton. 

The shipping container problem is generally the 
same in practically every case. The question of size, 
shape, material, etc., is decided by the shape and size 
of the package to be shipped, the type of product and 
the weight and conditions under which they are to be 
stored and handled. In many instances, a solid fibre 
case may be more suitable but the A and B flute cor- 
rugated materials have many applications and are 
probably used more extensively today than the solid 
fibre. This line of food products required the exclu- 
sion of heat during transportation; therefore a heavily 
insulated corrugated case of as nearly cubical shape 
as possible was used. In adopting the unit sizes, 
consideration had been given to the shipping container 
problem so that the various units might be packed into 
the same cases thereby keeping the number of cases to 
a minimum. 

The question of providing a rectangular, leakproof 
package for liquid and semi-liquid products was one 
of the most interesting and, at the same time, most dis- 
couraging problems imaginable. A cylindrical con- 
tainer would not have been exceptionally hard to 
produce, but this package must follow the adopted 
standard for the solid products in shape and approxi- 
mate size which made the problem exceedingly difficult 
to solve. Molded pulp containers were first tried but 
this process was practically in its infancy and con- 
tainers of this type were roughly finished, porous and 
could not be closed tightly by practical methods. 
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Many trick cartons were developed and tested but 
in every case there were several objectionable features 
in them, the most common of all was the inability to 
make a tight closure. Finally a combination package 
was developed which was composed of a transparent 
cellulose bag that was manufactured by a special 
process to provide a tightly sealed seam and bottle 
closure, a seal end carton made from a water resistant 
manilla board and a tight wrapper of a water resistant 
paper or of paper-backed aluminum foil. 

It was somewhat of a problem to obtain tightly 
made bags of moisture-proof transparent cellulose as 
this material did not adhere especially well and the 
existing processes of bag making were such that leak- 
proof bags could not be manufactured on the then 
existing equipment. Square and satchel bottomed 
bags were the types that adapted themselves best to 
this problem but it was found to be impossible to 
make bags of this kind that would hold a liquid. A 
double-folded, bottom-sealed flat bag, however, was 
finally produced which was usable. Most adhesives 
for gluing this material had objectionable odors, and 
it was only after many adhesives were developed that 
a suitable one was obtained and only one company 
succeeded in making a comparatively tight flat bag. 

Although relatively tight bags were obtained, many 
of them became leakers during the filling and closing 
operations. This necessitated a water resistant board 
for the carton. The flaps of a seal end carton must be 
securely glued to obtain a fairly tight carton, therefore, 
the type of board that could be used was limited to 
those having an affinity for glue. This eliminated 
the heavily waxed and other types of protectively 
coated boards. The board finally chosen was one 
having the maximum amount of wax emulsion in- 
corporated in the pulp in the beater operation. Only 
approximately 8 per cent of wax could be safely added 
without softening the board too much and otherwise 
spoiling it. This amount did not make a waterproof 
board but did provide sufficient water resistance. 

All those interested in packaging know that the 
bottom closure of a seal end carton can be made rela- 
tively tight on several existing machines but it is 
practically impossible to close the top flaps as tightly 
because only a limited amount of pressure may be 
applied. Some provision had to be devised to close 
the eight corners securely so that none of the product 
might leak from those not tightly closed. A tight 
wrapper of a water resistant material was the answer 
to this part of the problem and many packages of 
various liquid products were packed satisfactorily. 

One other phase of this problem was troublesome. 
The most suitable glue for top and bottom sealing the 
carton and the application of the tight wrapper was a 
so-called water-proof glue. Casein and other similar 
adhesives would have been satisfactory but unfor- 
tunately there were odorous preservatives used in all 
of these glues which would contaminate the product. 
Several of the larger glue companies tried to develop a 
glue of this type without this objectionable feature and 








at last one was produced which was perfectly satis- 
factory in every respect. 

A large amount of machinery is necessary to handle 
a package of this type mechanically and it is very slow 
and expensive to use them manually. However, it 
was used fairly satisfactorily for two years when a 
new and more simple type was created. This new 
one was built around the patented carton previously 
mentioned and included a bag made from a new im- 
pervious material. 

The ideal tightly made bag for liquids is one made 
from a material that can be heat-sealed instead of glued 
and having sealed portions which cannot be separated 
easily after sealing. A suitable material of this type 
was not made commercially nor was there machinery 
in existence for making bags by this method. How- 
ever, this did not prevent us from going ahead along 
these lines, and after many costly experiments a heat- 
sealing nitro-cellulose sheet was produced and had a 
low vapor transmission rate which provided protection 
from the various detrimental elements. Some of the 
bag making companies developed a line of machinery 
for making heat sealed bags which were nearly 100 per 
cent leakproof. This type of material simplified the 
bag closure as it was only necessary to apply heating 
elements to the folded top portion to make a tight 
closure. Semi-liquid products are now being packed 
in this type of carton successfully and the board used 
is not the costly coated type but a regular cold waxed, 
white patent coated board. 

There were many mechanical problems involved in 
this development but I will only mention one which was 
especially interesting. This was the attaching of a 
transparent cellulose liner to a cold waxed carton 
blank. Some difficulty was experienced in lining the 
cartons on the machine with the loose liners and it was 
thought desirable to attach the liners to the blanks to 
overcome this trouble. As practically every one knows, 
both of these materials do not adhere to each other 
especially well but various experiments were tried and 
at last by eliminating the wax from the inside surface 
of the blank it was possible to attach the liners to this 
surface on a transparent cellulose attaching machine. 
Thereafter, there was no slipping of the liners nor other 
trouble during the setting up and handling. 

Frequent tests were made to determine the moisture- 
vapor transmission quality of the various materials. 
We were constantly confronted with the protective 
qualities of the various materials. The imperviousness 
of the materials to moisture-vapors was our first 
thought and the moisture-vapor transmission rate of 
practically every material which appeared to be useful 
was determined. Our method for obtaining these 
determinations was one similar to that described by 
Abrams and Chilson in the October 30, 1930, issue of 
the Paper Trade Journal with minor changes. 

By our method, which was also used by several other 
laboratories, a crucible containing 10 cc. of distilled 
water is placed on a square of paper. A crystallizing 
dish is dipped into unbleached beeswax heated to the 


JULY, 1934 77 





smoking point and placed over the crucible. The 
wax, on cooling, seals the paper to the dish which is 
then inverted thus causing the water contained therein 
to run out into the dish. 

The paper is trimmed as close as possible to the dish 
and wax applied to the trimmed edge. The dish and 
paper is then weighed to 0.1 mg. and placed in an oven 
maintained at 70 deg. F. and 50 per cent relative 
humidity containing several flat dishes of dilute sul- 
phuric acid and a small fan for circulation of the air 
within the oven. It is also well to insulate the dishes 
from the shelves by means of corrugated cardboard. 
After 24 hours the dishes are again weighed. 

The dishes are approximately 3 in. or 7.5 cm. in 
diameter and have a depth of about 1.5 in. The area 
of paper tested is equal to the area of the top of the 
dish. The actual losses are multiplied by the figure 
obtained by dividing the area in square centimeters of 
the paper exposed into one square meter or 10,000 
sq. cm. The results are stated as grams loss per 
square meter per 24 hours. 

In order to obtain an approximate determination of 
the amount of moisture absorbed by the paper itself 
the following method was used: Several disks of the 


lizing dish according to the technique employed in the 
previous method. Determine the gross weight of the 
prepared dishes to 0.1 mg. and then place them in the 
oven as previously stated and weigh them at the end 
of each 24-hour period for seven days. During the 
first 24-hour and possibly the second 24-hour period, 
there may be a slight gain in weight but from then on 
there will be a steady loss in weight for the remainder 
of the period of the experiment. An accurate picture 
of the vapor transmission rate will be gained by deter- 
mining the average daily loss of the gross weight from 
the dishes for a period beginning with the point at 
which they show a steady loss in weight. This elimi- 
nates the first period or so of the experiment during 
which time the material was coming to equilibrium in 
moisture contents. The following table will show the 
accuracy of this method. 

A second run was made in triplicate with this same 
material and the average loss per dish per 24 hours was 
0.0022 gr. as compared with 0.002 gr. in the above 
table. This shows the reliability of the technique 
employed by this method. 

This material which was a light weight sheet had 
practically reached equilibrium at the start of the test 


MATERIAL: MOISTURE-PROOF TRANSPARENT CELLULOSE 


a — —~ 





—_—_—_——— Time in hours 








Start - —_——-———— -- 
Weight dish plus water 24 48 72 96 120 144 168 Sal 
A—70 .844 gr. 70.841 gr. 70.839 gr. 70 .837 gr. 70.835 gr. 70 .833 gr. 70.831 gr. 70 .830 gr. 
Loss —0.008 —{).002 —().002 —0.002 —0.002 —0.002 —0.001 
B—66.110 66.106 66 . 104 66.100 66 .097 66.095 66.098 66.091 é 
Loss —0.004 —0.002 —(0 .004 —0.008 —0.002 —0.002 —(.002 — 
C—72 .064 72.061 72.060 72.058 72.057 72 .055 72.053 72 .052 
Loss —0.0038 —0.001 —0.002 —0.001 —().002 —0.002 —0.001 
Av. loss — (0.0033 —0.0017 —0 .0026 —() .002 —0.002 —0.002 —0.0013 
Av. last 5 days 0.002 gr. loss per dish or 0.4 gr. loss per sq. m. per 24 hrs. 


paper under test were cut by a die slightly smaller 
than the top of the crystallizing dish. The average 
weight of these disks was determined. At the end 
of the test, the paper is cut from the crystallizing dish 
by means of a sharp instrument, wiped free of moisture 
which may have condensed thereon and cut into disks 
with the die. The weight of this disk is determined 
and the average weight of a disk of the untested paper 
subtracted therefrom. The difference is the approxi- 
mate weight of moisture absorbed by the disk of paper 
during the test. This should be calculated as grams 
of moisture absorbed per square meter. 

The determinations obtained by this method were 
comparable to a certain degree but we found it difficult 
to obtain accurate check tests by this method. As the 
relative humidity varied from day to day, so would our 
results vary and there was apparently no constant 
which could be used to make these results more com- 
parable. Our laboratory finally improved our method 
so that we were able to make determinations that 
could be checked whenever it was desirable to do so. 

The following procedure was used in our new method: 
Place the material to be tested in the constant tem- 
perature 50 per cent relative humidity box for 48 hours 
prior to the test. Cement the material to the crystal- 
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but the last five periods only were used for the deter- 
mination. However, when heavier sheets were tested, 
we found in many instances that gains in weight were 
recorded at the end of the 48-hour period which would 
indicate that it is desirable to leave the heavier mate- 
rials in the constant temperature cabinet for an addi- 
tional 24 hours before starting the experiment. 

The phases of packaging outlined and explained in 
this article are comparable to those which exist in 
packaging many products, and suitable materials are 
obtained only by the most perfect cooperation of the 
manufacturers of the various materials with the engi- 
neers. The research personnel of the producing com- 
panies are always available to help in the development 
of special materials and processes and they deserve a 
great deal of praise for the services they render. 


a N describing the ‘““Wild Cargo” display used by 
the Eberhard Faber Pencil Company, on page 
86 of the May, 1934, issue, it was stated that this dis- 
play was designed and manufactured by the paper box 
division of the Warner Brothers Company. It is true 
that it was produced by the latter but the idea of the 
display was conceived by those directly connected 
with the Eberhard Faber Pencil Company.—EpITor. 
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eve" THE KARL KIEFER MACHINE 





jN several plants, this machine 
is filling mustard—45 to 70 
jars a minute—and doing a 
wonderfully accurate, clean job. 
Adjustments for different size 
jars made in a moment—just by 
turning a handwheel. 


In a Chicago plant, it is ful- 
filling the most exacting de- 
mands in packaging a lard com- 





pound in one, two and three 
pound cans and at a speed of 
up to 100 per minute. 


In other plants, cold cream, roof- 
ing paint, baby foods, apple butter, 
are being handled with high speed 
and with most satisfactory results by 
this modern machine. 


Let us tell you what it will do in 
your plant. 


CO., CINCINNATI 
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Cosmetic manufacturers will find our 
Tale and Dusting Powder Containers 
both attractive and economical. Made 
in a variety of sizes, they are readily 
adapted to colorful wraps—litho- 
graphed, printed or with raised printing. 

Our line of manufacture includes a 
variety of paper cans and composite 
cans for insecticides, chemicals and 
various food products. 

Let us help to make your package a 
sales builder. 


€ ROSS 


PAPER PRODUCTS CO. 


THIRD AVE. and 140th ST. 
NEW YORK, N. Y. 
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Pack 


your powder 


this NEW way! 


DEODORANT—BATH—TALCUM—TOOTH POWDER 





packed 

in flexible, 
resilient, 
unbreakable 


Hycoloid 








contents “puffed” 
out by finger-tip 
pressure 


“‘Puffer-Tubes” 


They their shape 


when pressure is released. . . 


resume 


eliminate unsightly “‘rolling-- 
up”’ of tube as used... . Made 
in **Stand-up”’ style for cabi- 
net use—available in stand- 
ard or long-nozzle shape... 
ideal for convenience in per- 
after bath, 
or for frictionless application 


sonal hygiene; 


to tender skin. 


Ask for samples of the NEWEST 
**convenience”’ tube and its 
advantages 


@ made by 


HYGIENIC TUBE & CONTAINER CO. 


46 Avenue L 


Newark, N. J. 





makers of unbreakable 


TUBES——J ARS——BOTTLES——VIALS 
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MODERN PACKAGING 


PACKAGE IDENTIFICATION 
AND PROTECTION 


(Continued from page 44) modern versions of opaque 
packages are enhancing the results that they are getting 
with color by employing embossing for emphasis. 


“) J RAPS are providing the latest battleground of 

package colors. Is it to be wearing o’ the 
green, or wearing of the orange? That’s the con- 
troversy which has popped overnight in the field of 
rancidity-resistant packaging. While, as above noted, 
some of the food packagers have been deserting the 
cause of protective-color packages for downright opaque 
covers, rivalry has broken out among the color adherents. 
The formula of grass-green or “‘Coe Green’’ which the 
Department of Agriculture sponsored has been chal- 
lenged by supply interests that are urging the com- 
petitive claims of orange-colored or gold-hued wraps. 
As a warmer and more lively color, there is no question 
but what the orange or yellowish paper has the bulge 
on the dark green from a display standpoint. Not 
content with that advantage, the orangemen are now 
hinting that sensitive products will keep fresh longer 
in golden wraps than in murky green. 

Uncle Sam hasn’t caved on the color question. 
Mayne R. Coe, the U.S. Food research chemist who 
discovered the official green tint, was asked on behalf of 
MODERN PACKAGING for an opinion of the challengers. 
Said he: ‘‘While we have made no practical tests as to 
the merits of the gold papers we have made a spectro- 
scopic test which shows that considerable quantities 
of blue light and practically all of the yellow orange 
and red light are transmitted. These portions of the 
spectrum are active in developing rancidity. 

“Our previous experiments show that green de- 
limited by 4900-5800 Angstrom units is the most 
protective because violet, blue, orange and red are not 
transmitted. In view of our present knowledge we 
could not recommend wrappers that transmit any of 
these colors in appreciable amounts for retarding 
rancidity in oil-bearing foods.’’ The Government does 
not intend to let its case rest on the spectroscopic tests. 
Specimens of all proclaimed rivals of the official green 
are to be subjected to a series of practical tests which the 
Federal experts promise will be ‘‘conclusive.”’ 


~ HOWMANSHIP must reshuffle display of canned 
=" goods if the ‘“‘window-top” can is here to stay 
and will attain a majority. This is the deduction of 
Federal experts who are prepared to take seriously the 
transparent-top type of can, now that the newcomer 
has proved its ability to face the standard processing 
machinery and strike the gait of the fastest production 
line. Whether the window-top cans are used in terms 
of full output, or to a limited extent as sales helps, the 
authoritative guess is that a new deal is in order in 
store display and to some extent in window dressing. 

Attention-arresting power being focused in the top 
of the can the food marketing specialists conclude that 
conventional shelf display must give way to end-on 
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exposure of containers. And, for the glass-capped 


units, all shelf display may have to yield preference to | 
“island” | 
Meanwhile a new display | 


counter positions and more especially to 
or aisle-table open display. 
responsibility has come in the train of the window- 
top tin. 


identity to the consumer? 


bility. 
the bird’s-eye view is open—very much open. 


that could accommodate the trade mark or trade name 
and any other label information to be featured. 


ROZEN PEAS from Wolcott, 
= to go to market, this season, 


New York, are 

100,000 units 
strong, in fibre cans. 
drive which the fibre can makers are directing to the 
cold pack industry. 
passes a snappy race between the producers of the 
round cans and the inverted cans. 
been evolved for the Olney & Carpenter Company is 
made of solid bleached board, extra heavily waxed 
and attractively printed on the sidewalls. 
of package has been pretty thoroughly tried out with a 


great many different varieties of fruits, vegetables and | 
meats, and the practical ‘‘feeling-out’’ process seems | 


now to justify entry on large scale production. 

The contest between the various package candidates 
for the cold pack business is being rapidly reduced to 
terms of which types of contour will best lend them- 
selves to the technical requirements of refrigeration. 


It is no problem to find packages that meet all require- | 
But it is something else again to find | 


ments of display. 
a light weight, relatively inexpensive package form 


that is leakproof and will not bulge from expansion | 
One method lately evolved | 
to get around the swelling difficulty is to provide a | 
margin in the flange or skirt of the paperboard cover to | 


when freezing takes place. 


allow for expansion. This done, the packer may count 


on escaping a bulge of the disk of the cover, since the | 


entire cover should raise evenly in the expansion. 


~ OUNTERFEITING of packages may be check- 
mated by the scheme of Federal control of con- 
tainer manufacture for which the Treasury Depart- 
ment has supplied a pattern. Ever since the forgery of 
packages, which had started with liquor bootlegging, 
spread to drug preparations and cosmetics it has been 
evident that new obligations for vigilance must be 
shouldered by marketers who desire to protect package 
integrity. Even so influential a body as American 
Drug Manufacturers Association has been unable to 
make Congress realize the need for special legislation, 
with teeth in it, to punish package counterfeiting as a 
business crime 


With the heat-proof glass roofing the entire | 
exposed surface of the metal package when stored up- | 
ended, how is the individual item to show its brand- | 
A label on the glass or | 
even a blown-in mark would impair 100 per cent visi- | 
The question of getting the trade mark into | 
One | 
solution theory already put forward is that each win- | 
dow-top can be made into a solo display container by | 
attaching a cornice-like card which would not hide | 
any part of the glass surface yet would provide a visor | 


This is the latest news of the | 
A drive, by the by, that encom- | 


The can which has | 


This type | 
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ADHESIVES 
HOLD ZN FAST 


ELIMINATE SUMMER PROBLEMS 
in your adhesive operations by utiliz- 
ing the advice and products of a com- 
pany with over 30 years’ experience in 
the packaging field. Our extensive 
knowledge of adhesive requirements 
on all types of packages and all kinds of 
equipment is invaluable to you. Write for 
“Sure Tricks” and state your problems, now! 


The. IG. Findley Co. 


MANUFACTURERS OF PASTES, GLUES & GUMS 
1243 NORTH TENTH ST. 


MILWAUKEE, WISCONSIN 


i JAMES Q. LEAVITT HILL BROS, CHEMICAL CO. 
i naan Co. 7ANE3-— 37th St 159 Bay St. 
gents: Ogden, Utah 








WANT= 
MORE MONEY 


| ii YOU are calling (or 


can call) on manu- 


facturers of packaged 
products and would like 
to handle a profitable 
side line, under a liberal 
commission arrange- 
ment, write at once for 


full details. 


full information regard- 


Please give 
ing your experience, 
present activities and 
territory youcover. Ad- 
dress your letter to Box 
206, MODERN PACK- 
AGING, 425 Fourth Ave., 
New York, N. Y. 











JULY, 1934 











A BACKGROUND OF YEARS OF TUBE MAKING 


WHEELING STAMPING COMPANY 


Factory: Wheeling, W. Va. Representative: Geo. K. Diller 
B. E. Stover, Sales Manager 90 W. B'way, New York 
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goes through the plant like a 


wrong—*I*I*! Upaco Research En- 

gineers have helped hundreds of box 

and carton plants and packagers every- 
where in developing Adhesive formulas which 
provide the perfect Adhesive for the particular 
job. They can put new light on your Adhesive 
problems—and, incidently, provide you with a 
distinct saving in many cases. 





UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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BOOSTING A MANUFACTURER’S 
STANDING 


(Continued from page 41) develop. We had been losing 
the full effects of mass display, for once a person tries 
and likes a trade-marked product and notices that the 
same manufacturer puts out other products, he becomes 
‘sold’ on that brand and will usually try another prod- 
uct of that manufacture in preference to one of some 
other make. In short, mass display boosts the manu- 
facturer’s standing, making a tie-up between packages 
important. Our new packages were also designed for 
convenience in delivery, in storing for final display and 
for retail display.” 

One counter display designed by Mr. Clemens is 
equipped with a paper board easel arranged so as to 
spring into place as the druggist removes the sleeve 
in which the box is shipped. Another package for 
counter display has a paperboard easel made from a 
cut-out of the base of the carton which effects a saving 
in production costs. 

Another noteworthy package is that which boxes the 
Davol hot water bottles. Instead of the telescope 
box previously used, Mr. Clemens designed a container, 
using a piece of paperboard of nearly square dimen- 
sions, requiring little cutting and, with the exception 
of the transparent window, requiring no glue. This 
material is so folded that it provides double end- 
strength with an opening at the side for showing the 
product. The window has been a factor in minimiz- 
ing soilage of the bottle and improving displays. 

Throughout the re-packaging job, copy was mini- 
mized as a means of strengthening the messages used. 
A study of the old and new packages makes it readily 
apparent that the decreased amount of copy has added 
valuable strength to the new designs. 

The experience of the Davol Rubber Company with 
new labels is also noteworthy in view of the fact that it 
reduced production costs. While believing it was 
using the cheapest label obtainable and fearing a newly 
designed one would increase costs, the company was 
happily surprised when it arrived at a_ two-color 
design which was produced at a saving in cost. 

“The effect of our re-packaging has been of major 
importance in developing the various objectives al- 
ready mentioned,” adds the designer. “It is futile to 
attribute any given percentage of business to this 
activity, it being impossible, in view of many other 
contributing factors, to do so. But we do know that 
consumer acceptance has been effected to a gratifying 
degree, that it has secured more and better displays on 
the counters of thousands of retail druggists in this 
and other countries, and that it has the advantages of 
the family of packages idea. We believe the effect of 
the latter is as yet in its infancy. 

‘Experience has taught us it is not wise to hang on to 
your packages as though they were war-time debts. 
Convert them into new business. That’s what the re- 
packaging job did for the Davol Rubber Company.”’ 
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AFTER SIX MONTHS OF REPEAL 


(Continued from page 36) closures is away from the use 
of a composition coating, which is put on wet and 
shrinks to the shape of the bottle, and toward caps 
which in themselves are practically evaporation-proof. 
An exception is the ‘‘class’’ merchandise of such firms 
as Dunhill and Park and Tilford, just mentioned, who 
prefer the foil on all bottles. 

In labels one finds the trend decidedly toward the 
modern in the new designs. Where old labels are 
carried over from pre-repeal days, however, as in the 
ease of Hiram Walker's best whiskies, and in the case 
of many of the Frankfort and some of the National 
products, the ‘‘antique’’ or “‘aged”’ effect is carried out 
in the paper used, in the script or scroll types of print- 
ing and in the general layout of the label Elsewhcre, 
with the exception of Macy’s which is now re-packaging 
many of its gins and whiskies to give the effect of a wine 
celler with private stock like that of the Racquet and 
Tennis Club, the movement is toward the clean, light- 
colored, lithographed label in several colors, contrasted 
against a flint (clear glass) bottle rather than against 
the amber. The psychological justification for the 
return to the lighter color in labels and glass is that 
here one sees the liquor as it really is, and one also 
recognizes the fact that the label simulating age 
deceives few people because of the public’s full knowl- 
edge of the length of time it has been legal to manu- 
facture and bottle most liquors. 

Some of the ‘“‘modern’’ designs in labels have been 
most attractive. John Dunhill himself chose the 
cream-and-beige color background for the Dunhill 
label, selected Old English script, placed the name of 
the contents of the bottle in a contrasting color to the 
Dunhill name and kept the effect of neatness, strength, 
conservatism and legibility to be observed throughout 
all the Dunhill line. He saw that the uniform use of 
his firm name asa trade mark instead of a special brand 
name for each product made for better sales appeal, 
and was quite possible where very few brands were 
carried. Similarly, the labels of Abraham and Straus, 
Brooklyn, use the initials of the firm as the trade mark 
for its liquors (both gins and whiskies) instead of adopt- 
ing new and separate trade marks; and, similarly, they 
carry out the modern color scheme by the use of light 
backgrounds for the labels, the simple design of ‘‘A 
and §” in yellow or gold in the center of the label, 
the name of the contents in modern hand-lettering in 
brown, black or green (depending on the product) 
below, with the full name and address of Abraham and 
Straus along the bottom of the label in harmony with 
the type of lettering used for the description of the 
contents. On wines, ‘“A and S” use a label with white 
background for emphasis against a very dark glass 
bottle, practically black in color, and varying in shape 
with the kind of wine. The label is divided in the 
center with an inch-wide cerise band which reaches 
down to the lower part of the label, and is intersected 
by the center section carrying the name of the wine. 








THIS SAMPLE CASE 


quickly finds a 
permanent place on the Purchasing Agent’s Desk. 
Molded of lustrous black Bakelite (with Airguide to 
tell the temperature) it provides the buyer instant access 
to samples of Western Book Cloth. 


Keep your product constantly before the buyer, if you 
are looking for increased sales. 


Our Merchandising and Design Departments will 
cooperate with you. 


Write us now. 


CHICAGO MOLDED PRODUCTS CORP. 


2142 Walnut Street Chicago, Ill. 
Molders of 


Bakelite Durez Plaskon Beetle Tenite 











ON MY WAY TO 
NEW YORK AND 


D THE PICCADILLY 


9 f rt 


s .. best hotel | know! 
Near everythi just 
ything, jus 

200 feet from Broad- 

way. Modern, hospit- 

able, and comfortable. 

Like the Manager, 

like the rates —$2.50 
single, $3.50 double, 

for a room with bath! 


THE HOTEL -~ 


FICCADILELS 


45th St. + W. of Broadway + New York 
WILLIAM MADLUNG, 


Mag. Dir. 
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SPECIALISTS 


in the manufacture of 
CAN & BOTTLE CLOSURES 





) 
ET us quote you on your require- 
c ments. Hundreds of dies and 
molds available for Lead and Tin 
Collapsible Tubes, Aluminum and 
Nickel Plated Cork Tops, Polished 
Coppered Can, Sprinkler Tops, Screw 
Caps, Aluminum & Colored Zinc 
Capped Corks, Lead and Tin Coated 
Spouts, Metal Specialties, Over 75 
years’ experience in meeting the needs 
of packagers. Call upon us for aid. 








Consolidated Fruit Jar Company 


New Brunswick * New Jersey 
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ENGLAND’S 


packaging journal 


famous 


—"'Shelf Appeal’ —lavishly produced and illustrated— 
Spirax bound—outspoken in policy—keeps you in 


touch with important packaging developments in 
England and all over the world. 


SHELF 


Years subscription is $7, but a specimen 
copy will be sent you. Write io: 


APPEAL 
8, CHICHESTER RENTS, 
CHANCERY LANE, 
LONDON, W. C. 2, ENGLAND 
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Across the bottom of the label, three bands of cerise, 
with white hand lettering, give the name of ‘‘A and §S,”’ 
the address and necessary information. A brilliant red 
foil wrap around the neck is not too different a red to 
harmonize with the label. A gold foil for some wines, 
serves as a distinguishing mark on the shelf as well as 
a means of variety in the package. 

Gimbel’s has also adopted a modern label for its 
wines, but instead of using the Gimbel name has given 
these wines the trade name of “‘Patio.’’ The colors 
are yellow-orange and brown, the type faces uniform 
on all wine labels, and the name of the contents of the 
bottle—port, she:ry, etc.—are printed in heavy modern 
shaded type. 

Walter Ruby of American Spirits is in favor of the 
modern package with a familiar word as a trade mark 
name, illustrated by a pictorial cut. His Chanticleer 
bottle for liqueurs has a red rooster on the cap, a picture 
of the same bird on the label, and carries out the red on 
the carton for the bottle, tall as it is. He plans to do 
che same with a new liqueur which will come out in a 
similar tall bottle, with a bright green rooster on the cap, 
set in a case of lighter green. His trade mark names 
include ‘“‘Rumba,”’ for rum, illustrated by a scene of 
Spanish dancing which was inspired by a cigar band 
motif; ‘‘Fox Chase,” illustrated by the photograph on 
the package and a raised pattern of a fox chase in the 
glass of the bottle; and ‘‘Carioca,’’ whose bottle, an 
exception to the rest of the line, greatly resembles a 
bacardi bottle. 

The trend in bottles is toward the use of stock molds 
for gins, wines and whiskies because of the great variety 
and beauty of the many stock molds being manufac- 
tured by such companies as Owens-Illinois Glass Com- 
pany. However, in the case of such corporations as 
Schenley, whose familiar bulbous hour-glass bottle 
for Golden Wedding rye is almost as famous as the rye 
itself, the old specially designed molds are being kept, 
at least for the time being. Also in the case of Frank- 
fort Distilleries, whose only new package designed this 
year was the quart bottle for Paul Jones Whiskey, the 
old special molds are being retained. The case is about 
two to one in favor of stock molds for the new bottle 
designs. For instance, a stock mold for gin may have 
a flat front and back and corrugated sides, making a 
very attractive pattern with the label and whatever 
closure is used. Another popular stock mold is the 
flask-shaped bottle in amber or green glass for whiskey 
used by many distributors in the amber and by several, 
including Macy’s, in green. Stock molds fc’ ./ines in 
various shapes are used by Gimbel’s and by Abraham & 
Straus for their California wines. 

Only in the case of a complete repackaging project 
in which cost is an unimportant item are the bottles 
specially designed to match the labels or to carry out 
in their own texture the identification of the product. 

Few American distillers or distributors believe in the 
practicability of the use of tissue wrappings. This, 
of course, is quite contrary to the European custom of 
wrapping all old liquors in tissue which is either printed 








with information about the stock or patterned with 
artistic maps. Since it is the custom of American re- 
tailers to display most bottles on the shelves without 
tissue wraps and even without cartons, when cartons 
are provided, the American distiller says ““Why waste 
the money to wrap our bottles so carefully when this 
inside wrapping does little or no good?” 

As the demand for tissue wraps diminishes, however, 
the demand for cartons increases. This occurs in spite 
of the fact that some distributors do not favor their 
use, and that the department stores, particularly, do 
not seem convinced of their practicability. Many of 
the largest distillers are packing their pint bottles of 
all whiskies in paperboard. Park & Tilford has adopted 
cartons for its pint bottles because these make them 
easier to wrap and display. The great number of 
cartons in use by Schenley and Frankfort have already 
been alluded to elsewhere in this article. An official 
of Schenley mentions special holiday cartons as a possi- 
bility for next year. Gimbel’s new carton for its 
“West End” gin deserves mention here because of its 
clean design and definite relation to label and bottle. 
National Distilleries provides each of its whiskies in 
the pint size with its individually designed carton, but 
allows none for gin. 

John David, on the other hand, very definitely re- 
lates its liquor carton to the family of grey-green paper- 
board boxes used for its other merchandise (hats, 
shirts and other items of wearing apparel). This 
liquor box is made in sizes for one, two and three bottles 
of liquor, and is long enough to hold an average size 
wine bottle. It is not trade-marked on the outside in 
any way. Dunhill’s light brown carton, printed with 
the firm’s name and with necessary information in the 
same bold type used on its labels, is the sturdiest of all 
of these, but is not, of course, of American make. 
There is, however, a great range of American-made 
cartons for imported liquors. The handsome black 
package with restrained white lettering, designed for 
Mouquin, is an example of the best of these. 

It is my opinion that six months from now each large 
corporation will carry fewer brands in better looking 
packages than it is carrying now. It is inevitable 
that the labels on many of the liquor bottles will tend 
to become simpler just as labels on cosmetics and grocer- 
ies and household goods are becoming simpler. I am 
also of the opinion that so many of the new packages 
introduced this year will prove themselves unsatis- 
factory after half a year or a year more; that the summer 
of 1935 may find us still redesigning the great majority 
of our packages and wrappings for liquor. 


SKETAILS concerning the Lakeshore Honey 
=<" package, used by F. W. Straub & Company, 
Inc., and selected as one of the One Hundred Out- 
standing Packages of 1933, were incorrectly reported 
in the April, 1934, issue. MODERN PACKAGING learns 
that the filling machinery used was furnished by the 
U. S. Bottlers Machinery Company and takes this 
opportunity to rectify the error. 
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= SATISFACTION — 
oe Netra comes before price in choosing ad- 


—— That spot of glue which seals your package is only 
——— _ an insignificant item in the total cost—but it is a 
——— _ highly important factor in the life and Jooks of the — 
——— package. = 
——— Adhesives that perform their function properly are 
—  _ never cheap—but always economical. Their manu- 
facture demands the finest ingredients and calls for 
expert knowledge and technical skill to maintain 
absolute uniformity in the finished product. 
= WILLIAMSON [Cold Odorless Adhesives are 
———— ___ made under laboratory control to achieve a stand- 
——— ard of quality rather than a level of price. You 
——— __are buying satisfaction when you get the quality 
———- and uniformity that go with Williamson glues. 


Write for bulletin: 
HIIGH SPEED GLUES 
for Machine Operation 


This gives facts on Cold Odorless Adhesives 
for sealing and labeling all modern wraps, 
including Cellophane, Sylphrap, Kodapak 
and Protectoid. Tell us your requirements, 
and we will send you a trial sample of glue 
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@ Of course, you're coming to Chicago's 
World Fair. . . and one of the most com- 
fortable hotels in the heart of Chicago is 
the Bismarck ... next door to the princi- 
pal theatres and shops ... on direct bus 
line to the Fair Grounds. 


@ You will enjoy the many conveniences 
in the spacious rooms, and the delicious 
food in the air-cooled dining rooms. 


Write for World’s Fair booklet 
and map of Fair Grounds. 


Outside rooms with bath, $3.50 up. 
Rooms without bath, $2.50. 


BISMARCK HOTEL 
CHICAGO :-:: 
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Lower Cellophane Costs 


mean even greater savings 
to 


THE recent reduction in the cost of cel- T + EMCO 
lulose papers makes possible their use 

on many products where cost was formerly 

prohibitive. To the users of Themco 

Fully Automatic Sheeters and Stackers 

this makes possible a significant lowering U 3 = r Ss 

of their already low packaging cost. For 


the Themco permits the use of the least 
expensive of these rolls into sheets when 





and as needed. 


The rugged, yet compact, Themco machine 
will cut and stack five to six thousand 
sheets per hour, requiring no operator or 
attendant. It may be moved from point 
to point to suit your convenience in 
operation. Its signal advantages over any 
other method of achieving the same result 
have won for Themco the endorsement 
of many of the largest users of cellulose 
paper, and we have had a large number of 
reorders from these firms. 


Investigate this machine! The savings will 
pay for it in a very short time. 





Wire or write— 


Gentlemen— / / 7 E} V CO) 
Please send me full information about the Themco. How G_w. UDD 


can | save 21% on my cellophane costs? 
AUTOMATIC MACHINES 
2307 SOUTH PAULINA STREET 
CHICAGO,U.S.A. 
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BOSTON-BLISS-LATHAM MACHINES 
FOR BOX STITCHING 

















Boston Box Stitcher 


Latham Corner Stitcher 








There is a BLISS, BOSTON or 
LATHAM Stitcher for every wire 
stitching requirement of the 
Set-Up and Folding Box Trades, 
including stitching of all kinds of 
telescope containers, suit boxes, 
cracker caddies, display boxes and 


stitchers for special purposes. 


These three makes of Stitchers 
cover the complete range of Box 
Stitching, from the heaviest, 
largest corrugated and solid fibre 
shipping containers to light weight 


packing and display cartons. 


Our Organization and Engineers 
can render valuable service in 
aiding you to obtain the most 
modern, practical and economical 
stitching equipment for your 
needs. A representative will be 
glad to call at your convenience 


no obligation on your part. 


Ask for our new catalog of Box 
Stitching equipment. It contains 


much information of value to you. 


DEXTER FOLDER COMPANY 

















Hardware Box 





Folding Suit Box 


Corner Stitched, Hardware Box 











28 West 23rd Street, New York 


CHICAGO PHILADELPHIA BOSTON CLEVELAND 
117 W. Harrison St. 5th & Chestnut Sts. 185 Summer St. 1931 E. 61st St. 
ST. LOUIS SAN FRANCISCO-LOS ANGELES-SEATTLE 
Harry W. Brintnall Co. 
2082 Ry. Ex. Bldg. 51 Clementina St., San Francisco 








MODERN PACKAGING 
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’ WOULD YOU LIKE TO SEE YOUR LABEL ON THIS DUREZ MOLDED JAR? 








¥ The stock Arrow jar comes in three 
sizes; 2, 3, and 4 ounces. Several 
colors available, and in combina- 
tions—one color for the top, an- 
other for bottom—if wanted. 








You'll also want to use Durez for BOXES DISPLAY STANDS CLOSURES 





YOU CAN. For it's a stock container produced by Arrow. Are you familiar with the ad- 
vantages of using it? There's the matter of shipping weight; the Durez jar weighing 46 lbs. 
less per gross than ordinary jars. It's odorless; moisture-proof. Its breakage-mortality is 
practically nil. And, of course, the most important advantage of all—-women like Durez jars. 
Any test will prove it. They like their color, the feel of their sympathetic surface, their light 
Weight, their beautiful lustre, their sleek, distinctive lines. And what women like, women 
buy! We can show you any number of startling sales increases caused by a switch to 
Durez molded containers. For complete information about the Arrow stock jar, or any other 
uses of molded plastics, write General Plastics, Inc., 306 Walck Rd., North Tonawanda, N. Y. 





DUREZ THE MODERN MOLDING COMPOUND 
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PLASKON GIVES THIS PACKAGE ITS CHAN 


® 
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Among thousand 


Meet than twenty thousand diffe 

brands of liquor are clamoring forp 
lic attention! Some are already falling by 

wayside. Others are winning lasting favor 

of the present confusion by the attention-¥i 

of their packaging. @ Often it is the cap 4 

bottle that closes a sale! Park Avenue Gin 

instance. Its perky high-hat cap, deve 6 

PLASKON, stands out on a shelf among’ 

competing brands. And consumers reach 

for it—then come back for more! # PLASK 

with its magic of color, its adaptability to ¢ 

tive design, offers unrestricted possibili ie 

introducing new sales appeal not on 
liquor packages but for closures, cont 

and display stands in almost every line of 

pissy | chandising endeavor. @ PLASKON is asp 

Reston Gov diiened and mottos ve \: : 4 Ps E ; 3 tical as it is attractive. Its wide range of ¢ 
Lancaster, Penna Bn —_ 4 rich colors affords almost unlimited choice! 

™ it lends itself readily to molding procetl 
@ The use of PLASKON will give your pf 
the eye-appeal that attracts sales. Ci 


PLASKON is guaranteed not to impart ; a 
with your molder. Our technical and desi 


taste, color or smell to alcoholic 
liquors in any degree of concentration. staffs are also yours to command. 
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TOLEDO SYNTHETIC PRODUCTS, INC - TOLEDO, OHI 





